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THE NATIONAL NEWSPAPER OF MARKETING 


Summertime Is 
Paytime to ABC; 
Adds More Shows 


New York, Aug. 3—There is no 
vacation for broadcasters. They 
are busy switching advertisers 
from somebody else’s network to 
theirs. 

Again this week it is American 
Broadcasting Co. which prances off 
with the top honors in this com- 
petition. It was a daily double for 
the network, which talked Ster- 
ling Drug into moving “Mystery 
Theater” from CBS to ABC when 
the radio drama returns to the air 
Oct. 3 at 8 p.m., EST. A video ver- 
sion of the same show, to be filmed, 
also will be an ABC attraction 
when it bows Oct. 5 at 8 p. m., EST. 

This is the second Sterling 
switchover to ABC. Several months 
ago “American Album of Familiar 

(Continued on Page 62) 


OPS Rule Would 


Free Agencies 
from Controls 


WASHINGTON, Aug. 2—An 
amendment to regulations of the 
Office of Price Stabilization is 
now in preparation to exempt ad- 
vertising agencies from control. 

The amendment is being drafted 
by the OPS services, exports and 
imports division, and must still get 
the approval of top OPS officials, 
including the Price Stabilization 
chief, Michael V. DiSalle. 

While division officials are ap- 
parently convinced that it was an 
error to put agencies under con- 
trol, there is no way of knowing 
when they will succeed in getting 
a ruling from Mr. DiSalle, who 
is currently buried under a heap 
of urgent amendments bringing 
OPS orders into line with the new 

(Continued on Page 63) 


An Old Familiar Fight: MAB Claims 
Magazines Head National Ad Parade 


Mags Claim Most Dollar 
Volume, Largest Number 
of Advertisers in ‘50 


New York, Aug. 3—-Magazines 
are still the No. 1 national adver- 
tising medium, with $416,898,000 
in 1950. The Magazine Advertising 
Bureau says so. 

MAB aarrives at these figures— 
with which the Bureau of Adver- 
tising, ANPA, is bound to disagree 

by whittling newspapers from 
the $390,977,000 reported for news- 
paper advertisers spending $25,000 
or more in any medium down to 
$361,925,000 by taking out $29,052,- 
000 accounted for by local, political 


HE DOLLAR VOLUME OF NATICNAL ADVERT sme im 
ros 


SERS SPENDING $55. 000 OR MORE WW EACH MEO 
Mages. 


- J 
bs “@ 1 
and religious advertisers. Maga- 
zines were subjected to similar 
treatment, but their loss was only 
$1,425,000. 
(Continued on Page 14) 
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ONLY 15% DOWN -18 MONTHS TO PAY 
ee + Re a Peet 
COULDNT WAIT—Wieboldt’s, large Chi- 
cago department store chain, announced 
new credit terms on TV sets, major ap- 
pliances ond furniture in July 31 news- 
papers, before President Truman had 
actually signed the new controls bills 
liberalizing consumer credit terms. 


Hamilton Watch Co. 
Wins Legal Battle 
with S. Klein Store 


New York, Aug. 2—Hamilton 
Watch Co. won a signal victory 
today when it succeeded in ob- 
taining a consent decreee in its 


| legal battle with S. Klein, Union 


Square department store titan, in 
a suit growing out of Klein’s slash- 
ing fair trade prices. 

The suit, which began as a re- 
quest for an injunction in the 
state courts (AA, July 23), was 
transferred to federal court at 
Klein’s request. 

The decree, signed by Judge 
Edward H. Conger of the U. S. 
southern district court, restrains 
the store from representing re- 
cased Hamilton movements as 
“Hamilton” watches and from 
“purporting to offer for sale” genu- 
ine Hamilton watches at prices be- 
low fair trade. 

(Continued on Page 63) 


Truman’s Signature on New Defense 
Production Act a Boost for Business 


House Studies 
New $3,100,000 
Army Ad Budget 


WASHINGTON, Aug. 2—National 
advertising for Army and Air 
Force recruiting would total about 
$2,100,000 during the next 11 
months under a budget considered 
by the House appropriations com- 
mittee. 

In addition to the national cam- 
paign, recruiters would have an- 
other $1,000,000 to be divided 
among the six Army areas for lo- 
cal recruiting drives. 

The $3,100.000 total is about half 
the amount spent in fiscal 1951. 
The proposed expenditure for na- 
tional advertising breaks down 
thus: Radio and TV, $735,000 
(35% ); national magazines, $525,- 
000 (25%); newspapers and sup- 
plements, $420,000, (20%); films, 
sales and training aids, $84,000. 

In addition, $210,000 (10%) is 
earmarked for preparation of ad- 
vertisements, $105,000 (5%) for 
publicity and $21,000 (1%) for re- 
search. 


@ The $1,000,000 local fund would 
be split 50% for newspapers and 
50% for local radio. 

During House appropriations 
subcommittee hearings on the re- 
cruiting budget, officials defended 
Grant Advertising Co. agency 
handling the account for the past 
18 months, as “highly satisfactory” 
and “competent.” 

At one point in the hearing, of- 
ficials reported that Grant has 
been netting 5.08% on the space 

(Continued on Page 62) 


New York, Aug. 2—When Pres- 
ident Truman scowled grimly for 
photographers and signed the 
amended Defense Production Act 
this week, it was like money from 
home for some advertisers and 
retailers. 

For, along with the new law, 
the Federal Reserve Board issued 
a new series of amendments to 
Regulation W, governing consumer 
credit, and a rash of advertise- 
ments broke, heralding the new 
terms. It might mark the end of 
a sales drouth which has serious- 
ly concerned a variety of indus- 
tries. 

Davega, big New York appliance 
chain, advertised a 7 cu. ft. Frigi- 
daire for $189.75 (“save $43.75") 
and cited the “new low terms” of 
15% down, 78 weeks to pay. 


s Also quick to move was Vim 
Television & Radio Stores, a 40- 
outlet chain, whose advertising 
manager, Leon Mesnik, figured 
that Vim might step up promotion, 
with “a lot of space” going to pub- 
licize the relaxed credit terms. 

Mr. Mesnik pointed out that the 
change might stimulate store traf- 
fic, although he feels that the com- 
pany’s low prices (largely possible 
because Vim buys “liquidated 
stock” from distributors and man- 
ufacturers with swollen invento- 
ries) have kept the customers com- 
ing in for TV sets and other ap- 
pliances. He described Vim's re- 
frigerator business as fairly good. 
Vim had credit copy in newspapers 
the day following the signing of 
the bill. 

Another chain, Winston Radio 
& TV Stores, doesn’t anticipate an 
overnight jump in buying, but it 
thinks TV sales will be easier. A 
spokesman thought its buyers 
hadn't been kept away by the 25% 
down payment requirement, but 

(Continued on Page 42) 


Batile-weary appliance makers and dealers gain 
new hope, new pep from relaxed credit terms; 


promotion picks up promptly 


OPS finally sees the light and issues new regula- 
tion which will eliminate agencies from price 
regulations and save useless paper work Page 1 
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Magazine Advertising Bureau 
and figures which show, 
zines are still the No. 1 
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Keeshin poultry ad makes two pages in newspaper 
into unusual eight-page recipe folder ... 


Who pays for 


alities . 
Walt Disney, 


runs into another “Alice” 


Life’s unusual retail representatives program pays 
It has prover: so successful in five years 

it’s a permanent fixture, doing its 
merchandising job and training men 
ere Page 18 
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for the ad business ............. 
Limited on meat because of high blood pres- 


it says, 
national 


air shows anyhow, inquires AA 
editorial writer, fed up with awards and per- 
sonal glorification tactics of radio-TV person- 


he — never ‘feral merchandis- 
ing tie-ins for his movies, goes all out for ad- 
vertiser support on “Alice in Wonderland,” 


releases facts 
that maga- 
ad medi- 


.Page 2 


and 


Page 16 Creative Man 


sure? Adman Hilton has the answer with new 
line of low sodium meats on which he expects 
to gross $8,000,000 in two years 

The Creative Man takes a good look (naturally) 
at a bust correction ad, and gets a few curvaci- 
ous comments off his flat chest 

An unusual instance of agency-client relation- 
ship is exemplified by the way a San Diego 
agency and a local supermart chain work to- 
gether on advertising and promotion . 

Maybe the criticism has helped. The State De- 
partment has put a couple of advertising men 
in responsible posts 

Stepped-up frequency, constant checking against 
sales in individual markets, and “blind” 
playing down the Lydia Pinkham name and 
playing up “modern scientific evidence” feature 
a new campaign 
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Last Minute News Flashes 


Woodbury Soap Offers 4 for the Price of 3, Plus l¢ 


New York, Aug. 3—John H. Woodbury Inc., Cincinnati, 


is offering 


a l¢ sale on Woodbury soap to introduce its new beauty; cream in- 


gredient. Consumers are offered three regular-size 


cakes, and a fourth 


for 1¢ more. Newspapers in major metropolitan markets are being used 
sectionally for an unspecified, but limited time. Robert W. Orr & As- 


sociates is the agency. 


Mead Johnson Sets ‘Biggest’ Pablum Drive 


EVANSVILLE, INp., Aug. 3—Mead Johnson & Co. 
gest promotion campaign in Pablum’s history,” 


has started “the big- 
and is using four pages 


in Life (one in color and three in b&w). Good Housekeeping and Par- 


ents’ 


Magazine are scheduled for a color page each and three frac- 


tional b&w pages. Six baby care magazines are also being used. C. J. La- 


Roche & Co., New York, 


is the agency. 


Mission Dry Appoints Dancer-Fitzgerald 
Los ANGELEs, Aug. 3—Mission Dry Corp., processor and distributor 
of citrus juice products, has named Dancer-Fitzgerald-Sample to re- 


place the McCarty Co., 


Los Angeles, as its agency 


Mission beverages 


are distributed nationally through more than 300 franchised bottlers. 


Last month (AA, July 


9) the company began testing Mission Orange 


Base, a concentrate, in food stores in two cities. 


BSF&D Gets Two Libbey-Owens Accounts 

ToLepo, Aug. 3—Libbey-Owens-Ford Glass Co. has appointed Brooke, 
Smith, French & Dorrance, Detroit, to handle its new fiber glass divi- 
sion, effective immediately. At the end of the year, the agency will take 


over the Plaskon division account, 


drum & Fewsmith since 1938. 


which has been serviced by Mel- 


(Additional News Flashes on Page 63) 
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Keeshin Poultry 
Ad Also Doubles 
as Recipe Book 


Cuicaco, Aug. 2—One month 
ago Keeshin Poultry Co. had no 
agency or advertising program. 
Today it has both, plus one of the 
most unusual ad campaigns in the 
U.S 

Keeshin, in business as a whole- 
saler of poultry for about 20 years, 
began selling quick-frozen chick- 
en and chicken parts a year ago 
under its own Peak of Perfection 
brand name. It has distribution in 
this area in chain groceries. 

A month ago Keeshin appointed 
Shrout Associates as its agency, to 
advertise the Peak of Perfection 
name. Emphasis, it was planned, 
would be put on recipes for pre- 
paring the chicken. Perhaps a 
recipe book would be used... 


HICKEN 
5 vee tants ont 


i — a ee 


FOLDING AD—Keeshin Poultry Co. ran 
this page and one on the reverse side 
in the Chicago Sun-Times Thursday to 
give readers a recipe book 

In today’s Chicago Sun-Times 
is the campaign opener, and it’s 
what is called a “first.” The ad is 
a recipe booklet. It consists of two 
pages, one in color and one b&w, 


back to back. The first page, in 
color, is divided in four parts; one 
part shows the Keeshin package 
and instructs the reader to tear 
out the page, fold it twice and so 
make an eight-page recipe booklet 
(size of booklet pages is 5x8”). 


s Leonard Brodsky of Shrout As- 
sociates told AA the agency figures 
the cost per 600,000 color “book- 
lets” printed in the Sun-Times, 
plus 20,000 reprints to be given 
away in Jewel and other chain 
stores, will be only about half 
a cent per booklet. 

Quarter-page followup ads will 
run in the Sun-Times, probably 
with other recipes to fit into the 
booklet. Keeshin later on will 
widen its distribution and adver- 
tising effort. 


Now Named Gillespie Decals 

After operating as Anderson & 
Fraser for 30 years, the Portland, 
Ore., silk screener and decal 
maker has changed its name to 
Gillespie Decals. Robert E. Gilles- 
pie, president, was formerly a 
Portland agency man. 


MANAGER: 


FEATURE your FOODS IN PHILADELPHIA.. 


with the KYW “Feature Foods” Plan! It’s the plan that’s giving food sales such 


a terrific jolt in eastern Pennsylvania and southern New Jersey. And it’s not only 


a popular radio program on this 50,000-watt station, It’s a ready-made merchan- 


dising package that wraps up and delivers the results you want! Just look at these 
big features of ‘Feature Foods”— 


POINT-OF-SALE CONTACT... handled by a trained corps of food product mer- 


chandisers. Here's added strength for your sales organization, in a group that 


actually gets orders and promotes re-orders! 


PIN-POINT PROMOTIONS in top-flight stores. Retail cooperation is guaranteed. . 


not only in retail advertising by the stores, but in distribution of your literature. 


REGULAR REPORTS to advertisers. You get on-the-spot information as to 


° distribution, out-of-stock conditions, shelf position, product exposure, competitive 


products, rate of sale, and specific promotional aids. 


No wonder “Feature Foods” is practically SOLD OUT! As this is written, 35 of 


the available 36 participations are working for many of the nation’s leading food 


advertisers. The odds are 35 to 1 that your product will be a sell-out too.. if you 


grab the telephone now and get in on the deal. Call KYW or Free & Peters! 


‘ 


PHILADELPHIA 
50,000 WATTS 
NBC AFFILIATE 


Westinghouse Radio Stations Inc 
WBZ ¢ WBZA « KDKA e WOWO « KEX ¢ KYW ¢ WBZ-TV 


National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales 


RADIO — AMERICA’S GREAT ADVERTISING MEDIUM 


Cleveland Dailies | 
Suffer Big Losses | 
in Four-Day Strike 


CLEVELAND, July 31—Department | 
stores here relied on old-style} 
handbills to help sell their wares| 
last week when Cleveland’s news- | 
papers were forced to shut off all) 
advertisements for a _ four-day 
period. 

The drouth in display, and also 
classified, advertising resulted 
from a strike of truck drivers and 
dock workers, stopping deliveries 

|of newsprint from warehouses to 
| the press rooms. 
| During the tie-up, which was! 
| settled yesterday, the three Cleve- 
|land dailies—the News, Plain 
|Dealer and Press—conserved 
| dwindling supplies of newsprint 
by cutting down to 12-page emer- 
gency editions. Almost solid with 
|news and features, the papers 
all advertising except 


omitted 
|church and death notices. 

| Two big department stores, May 
| Co. and Higbee Co., put out four- 
| page, tabloid-s ze handbills listing 
current sale items. The circulars, 
{heavy with type and devoid of 
| art, were handed to shoppers at 
| store entrances. 


|@ As an additional “bargain find- 
| er,” the May Co. provided a bulle- 
tin-board display of advertising 
proofs which May's would normal- 
ly have run in the Friday Press. 
Business managers of the Cleve- 
land papers estimated a total loss 
of more than $200,000 in advertis- 
ing revenue during the four-day 
truck drivers’ strike. The News, 
Plain Dealer and the Press all 
warehouse newsprint which is 
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hauled to their plants as needed. 

The Sunday Plain Dealer was 
the heavy loser on July 29 when 
it published 24 pages of news, 
sports, society and theater news, 
all devoid of advertising. Its three 
Sunday magazines—The American 
Weekly, This Week Magazine and 
a local pictorial section—were not 
affected. 

John A. Van Buren of the Plain 
Dealer estimated his paper lost 
$130,000, while James A. Foltz of 
the Press reported a $71,000 loss 
and Charles F. McCahill said the 
News gave up $20,000 before nor- 
mal publication was resumed. 


Printers Lose Court Battle 
Against ‘Miami Herald’ 


The circuit court in Miami has 
upheld a March court order that 
stopped picketing by union print- 
ers against the Miami Herald. 

Miami Typographical Union No. 
430 claimed that illegal activities 
by the company growing out of 
the 234-year strike against the 
paper justified their picketing, but 
Circuit Judge Vincent C. Giblin 
ruled “that the defendant unions 
were responsible for the illegal 
activities with which the picketing 
was enmeshed.” The strike grew 
out of a contract disagreement. 


Morris Joins Nemethy-Davis 


Richard T. Morris, formerly De- 
troit sales representative of Gib- 
son Art Co., Cincinnati, has been 
appointed administrative manager 
of Nemethy-Davis Co., Detroit 
agency. 


W. E. Long Elects Smith V.P. 


J. A. Smith, sales and merchan- 
dising executive of W. E. Long Co., 
Chicago consultant to the bakery 
industry, has been elected to the 
newly created post of v.p. in 
charge of sales. 


“This is the size we catch for the 
Growing Greensboro Market!" 


YOU DON’T NEED a “time-and-tides table” to tell you how 
and when to make a big catch in the Growing Greensboro Mar- 


ket—the FASTEST-GROWING 


market in.the LEADING state 


of the Southeast—NORTH CAROLINA! There’s a perpetual 
“open season” on Big Selling in the Greensboro 12-County ABC 
Retail Trading Area, where 1/6 of North Carolina’s population 
commands 1/5 of the State’s Retail Sales AND Food Sales... 
The only medium that packs a real sales punch in this sales- 
packed market is the GREENSBORO NEWS and RECORD... 


The only medium with 70°/, coverage in the Greensboro 12-Cownty 
ABC Market, and selling influence in over half of North Carolina 


Sales Management Figures 


a 
GREENSBORO, NORTH CAROLINA \— , 


Represented Nationally by Jann & Kelley, Inc. 
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Displays Will Spotlight Post-Advertised Products 


1. Colorful over-the-wire banners 4. Colorful adhesive shelf strips. 
will promote “It's Fun to Shop as o 


Family” theme. 
2. Full-color window posters will 


5. Price cords will put the force of 
the entire promotion behind specific 
Post-advertised products. 
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A DOUBLE SPREAD (layout above) in the October 20 issue (out the 17th) 
of The Saturday Evening Post will promote family shopping and list 
all Post food-store-product advertisers, will ask readers to look for the 
Post Family Values at their favorite stores. 


identify cooperating stores, tie in with 
Post ad. 6. Original idea Book, crammed 
3. Display cards will spotlight in- full of suggestions for building family 
dividual Post-advertised products. shopping even ofter promotion ends. 


Big news for every food advertiser! Starting in October, The Saturday 
Evening Post will sponsor three unique retail promotions a year . . . available 
to every retailer... built on a practical base which every food store can 
promote all year round, family shopping... unselfish promotions, designed 
primarily to increase family shopping and the sales of Post-advertised prod- 
ucts... promotions sold to four million “best customer’’ families through 
the advertising pages of the Post itself... truly a retailer's own promotion, 
which he can adapt to meet his own needs. 


The first promotion breaks October 17, with the celebration of Family 
Shopping Week. For ten days, cooperating stores will promote family shop- 
ping (see displays above) and feature Post Family Values. Ten days of 
extra sales push for every Post-advertised food-store-product ! 


Family shopping, with the full power of the Post behind it, offers an 
exciting sales opportunity for every food advertiser. It offers a logical 
“hook”’ for “‘family-size” product displays, a practical way to get extra 
displays in the country’s leading independent and chain grocery stores, an 
opportunity to identify your product with the magazine millions of “best 
customers”’ know and trust, The Saturday Evening Post. 


Family Shopping Week is coming soon. Now’s the time to make plans 
for getting your product into this great selling promotion. Now’s the time 
to get all the details from your Post representative. 


-gels to the 
heart of America 
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B. V. D. Trademark 
Sold; to Be Attached 


to Similar Menswear 


New York, Aug. 2—B.V.D. 
trademark for men’s underwear 
and outerwear, and other assets 
have been sold to Paul P. Gelles 
and Sol Kittay, principals of Onyx- 
Superior Mills, by B. V. D. Indus- 
tries. The transaction does not in- 
clude B. V.D. Co. of Canada. The 
purchase price was not disclosed 
nor were the details of B.V.D. 
sales volume 

Michael Erlanger, president of 
B. V. D. Industries, in making the 
announcement, expressed regret 
that the company is leaving the 


Sick of Bum Art, high prices? 


\y $1 buys the prestige of top agen) urt 
Wh for your ad under our repro plan. Select 
4, from 4000 subjects, pay 
$1 for those you use 
Recognized agencies, Natl 
Ad Mgrs. write for free 
brochure. STIVERS STUDIO 


67 MAIN ST. © SAN FRANCISCO 5. CALIF 


men’s apparel business. “We must 
do so,” he said, “in order to con- 
centrate on our rapidly expanding 
southern textile interests.” 

The new owners have been ne- 
gotiating the purchase for some 
time. They took over management 
of B.V.D. men’s wear accounts 
yesterday and will take over com- 
pletely as of Oct. 1. They will con- 
tinue the manufacture, sale and 
promotion of apparel similar to 
that now carrying the B.V.D. 
brand. This includes sport shirts, 


underwear, swim suits, pajamas 
and knitwear. 
e The present sales force will 


continue to sell the line, and head- 
quarters will remain in the same 
office at 350 Fifth Ave. 

Advertising and promotion de- 
tails have not been worked out, it 
was said, but probably will be in 
the next few weeks. Doyle Dane 
Bernbach will continue to handle 
B. V.D. advertising. 

Mr. Gelles, board chairman and 
treasurer of Onyx-Superior Corp., 
will assume similar titles with 


B.V.D. Recently 


his company, 
Peterzell & Gelles, merged with 
Superior Mills of Piqua, O. Mr. 
Kittay, president, will also be 
president of B. V. D., and v. p.s will 
include Sol Goldenthal, Saul M. 
Peterzell, D. D. Nicholas, Harry 
Granas and B. Allen Magee. 

Mr. Gelles told reporters that 
the manufacturing facilities of 
Onyx-Superior Mills will enable 
B. V.D. to present greater values 
in men’s apparel. There will be 
aggressive promotion of the brand, 
he said, but declared it was pre- 
mature to disclose details. 


es Sale of B. V. D. will mean doub- 
ling of the advertising appropri- 
ation next year and continuation 
without break of promotion 
planned for this fall, AA was told 
today. Fall promotion starting late 
this month and running through 
December calls for full-page, four- 
color ads in Look and New York 
Times Magazine and use of all 
business papers in the men’s ap- 
parel field. Doyle Dane Bernbach 
Inc. continues as the agency. 
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Stewart-Warner Ad Plan Told at Sales Meet 


Cuicaco, Aug. 3—Plans for sup- 
plying equipment for color tele- 
vision reception and UHF recep- 
tion, to be available when the sit- 
uation warrants, were outlined to 
distributors of Stewart-Warner 
Electric, the radio and television 
division of Stewart-Warner Corp., 
at the division’s annual sales con- 
vention here today. 

The division also presented its 
latest model radio and television 
receivers, including a new 17” 
consolette TV set, to list at $299.95. 
This new receiver is expected to 
be heavily featured between now 
and the Christmas market. 

For the last three months of the 
year, the company has scheduled 
five pages in full color in Collier's 
and The Saturday Evening Post. In 
addition, there will be factory 
newspaper advertising and out- 
door posters in key markets, plus 
both radio and TV spots in several 
cities. 


@ Stewart-Warner also will spon- 
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Combined City and Retail Trading 


Zone Circulation 
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Publishers Statement 


Now 
DAILY 
ENQUIRER 
154,086 


<, March 31 of each year 


a 


Goggled these recent figures? More and 
more and more . . . Cincinnati is a morn- 
ing-news paper town! Today, the Daily 
Enquirer has the largest combined city 
and retail trading zone circulation of 


any Cincinnati daily. 


Represented by Moloney, Regan and Schmitt, Inc. 


sor a 15-minute radio program 
prior to each of the Notre Dame 
football games, and a 15-minute 
game-of-the-week program. Ed- 
ward L. Taylor, the company’s 
sales manager, said its regular co- 
operative schedules will be con- 
tinued in local markets. 

O’Grady-Anderson-Gray here 
handles the company’s radio and 
television account. 


EMERSON GUARANTEES 
COLOR FOR B&W SETS 

New York, Aug. 2—Emerson Ra- 
dio & Phonograph Corp. this week 
started using a new gimmick in an 
effort to get television set sales 
moving. The come-on to potential 
customers: the promise that peo- 
ple who purchase Emerson b&w 
sets now may turn them in for the 
full price refund if they buy any 
color TV receiver in the next two 
years. 

The plan, designed to stimulate 
traffic in dealers’ stores and to re- 
assure those who are waiting for 
color before investing in TV, was 
tested at John Wanamaker in New 
York and Stern’s in Philadelphia, 
before it was initiated nationally. 

Assuming that the color receiver 
bought by a particular customer 
should cost less than his Emerson 
b&w set, he will still get a total 
purchase price refund, Benjamin 
Abrams, president of the company, 
said. He emphasized that the plan 
will apply to all makes of color 
receivers. The offer, which holds 


only for the nine 1952 Emerson 
monochrome models, will prob- 
ably be withdrawn after three 
months. 


e Mr. Abrams said his company 
does not expect to make color re- 
ceivers until the Federal Com- 
munications Commission approves 
a “compatible” system. However, 
he estimated that as many as 1,- 
000,000 color sets will be pro- 
duced in the next two years. 
Cooperative newspaper space 
will be used to publicize the offer. 
Emerson may also make radio 
spots available to dealers for air- 
ing on their local stations. 
Foote, Cone & Belding is the 
agency for the manufacturer. 


\‘David and Bathsheba’ Ads 
in "Weekly K.C. Star’ 


In a story in the July 23 issue of 
AA, dealing with the record pro- 
motion plans of 20th Century-Fox 
Film Corp. for “David and Bath- 
sheba,” the media list was re- 
ported as including supplements 
of the Kansas City Star and other 
newspapers. 

The ads are appearing in the 
Weekly Kansas City Star, which 
is a farm weekly, and is not a 
supplement to the Kansas City 
Star, having entirely separate ad- 


| vertising, editorial] and circulation 


operations. 


B. F. Goodrich Boosts Four 


Robert Price, manager of the 
development department, has been 
promoted to sales manager of the 
Marietta plastic products division 
of B. F. Goodrich Co., Akron. Rob- 
ert Mansfield, technical group 
head with the division, succeeds 
Mr. Price. Edgar T. Gregory has 
been named manager of flat belt- 
ing sales, succeeding A. Clarke 
Meck, resigned, and has been re- 
placed as operating manager of 
industrial products sales by Don- 
ald E. Schlemmer of the sales de- 
velopment department. 


Supersilk Hose Shades Bow 

Supersilk Hosiery Mills, Lon- 
don, Ont., maker of Whisper ny- 
lons, is introducing “Gad-About” 
shades to Canada. Newspaper and 
trade publication ads are being 
placed through Aikin-McCracken, 
Toronto. 


‘American’ to Campbell-Ewald 

Crowell-Collier Publishing Co., 
New York, has switched American 
Magazine from Benton & Bowles 
to Campbell-Ewald. 
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Whos th 

0S the 
You guessed it: NBC Pacific Coast Network —now reaching 

(and selling) more people in more homes for less money than most popu lar 
any other advertising medium in the West! —— 


’ 
Popularity of a radio network means just one thing to the man who pays the bill: med | U mM 
sales results! And if your product or service has mass appeal, you can’t buy better 
than NBC Pacific Coast Network. This network now reaches up to 83.5% of : 
ali radio homes on the Pacific Coast. What’s more, your advertising dollar now goes west of 
further on NBC Pacific Coast Network. It’s a better buy than ever. Cost per 1000 
homes is down 22% for nighttime, compared with 1944...daytime is down 39%*. 
To reach the 14,486,527 people who live, work, play and buy on the Pacific Coast, your best Omaha 7 
medium is NBC Pacific Coast Network. A few choice times are available. ‘ 


For details, consult your nearest NBC Sales Office today. 
*NBC rates were reduced 10% on July 1, 1951—now a better than ever buy! 


WESTERN NETWORK 
NATIONAL BROADCASTING COMPANY 


A Division of Radio Corporation of America 
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Films ‘Yellow Kid’ TV Series 

Kling Studios, Chicago, is pro- 
ducing a new half-hour TV film] 
series based on the exploits of | 
Joseph “Yellow Kid” Weil, notori- 
ous confidence man. Distributed | 
on 16mm reductions, the series will 
be released in early fall. 


Crown Overall to Kastor 
Crown Overall Mfg. Co., Cin-}| 
cinnati, has appointed H. W. Kas- | 
tor & Sons, Chicago, to handle 
advertising for its Crown and 
Headlight work and sport clothing 
Consumer magazines will be used. | 
Farson, Huff & Northlich, Cincin- | 


Technical Names Fuller 

Richard Y. Fuller, formerly 
eastern manager of Rock Products, 
has been named New York district 
manager of Power Engineering 
and Plant Engineering, published 
by Technical Publishing Co., Chi- 
cago. 


| ‘Courier-Post' Promotes Two 


Robert E. Tushingham has been 
promoted to classified advertising 
manager of the Courier-Post, Cam- 
den, N. J. He is replaced as as- 
sistant classified advertising man- 
ager by William E. Goodman Jr. 
of the real estate ad staff. 
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TV Script Serves 
as Mailing Piece 
for Goodrich Co. 


Akron, O., July 31—A TV script 
makes a wonderful enclosure in 
direct mail advertising. 

That’s what Glenn E. Martin, 
advertising manager of the tire 
| division of B. F. Goodrich Co. 
|} here, said in commenting on re- 
| sults of a recent mailing of 1,000,- 
| 000 scripts to motorists from coast 
to coast. 


nati, is the former agency. He said that many letters and 


2 ——_____- Spiegel Mails Fall Sales Book | calls attested to the public’s inter- 
COLOR PRINTS —— a a est in watching “Celebrity Time” 
1 to 5000 a -page fall sales book to its ; : ss 3 
Rabbit Color Print mail order customers. Covering — — » —= pina « ~ 
it Color Prints | script of the middle commercial in 


family needs from clothing to ONE MILLION—Thot ‘many motorists received copies of a script of a commercial 


Reinbow Priats, wel major appliances, the catalog heard on “Celebrity Time,” TV show sponsored by B. F. Goodrich Co. Going over hand. 
Peacock Color Prints supplement offers hunting guns, plans for the mailing are (I. to r.): Guy Gundoker Jr., general sales manager of P ' . 
Thomas B. Noble Associates TV sets, tools and furniture, but Goodrich; Conrad Nagel, the show's star; Glenn E. Martin, ad manager of Good- | ® This was the first time, to Mr. 
270 Park Avenue, New York 17 concentrates on items for fall rich’s tire division, and K. C. Parkinson, account executive of Reuben H. Donnelley Martin’s knowledge, that scripts 
Telephone MU 8-0091 ‘ wardrobes. Corp., which handled the mailing. have been mailed in large quantity 


to potential video viewers in ad- 
vance of a show. Attached to the 
script was an illustrated glossary 
of TV production terms so that 
the entire script would be com- 
prehensible. Both were accompa- 
nied by a letter signed by Conrad 
Nagel, emcee of the Goodrich 
show, stating that the recipient’s 
name had been given to him by 
the local Goodrich dealer. 

The mailing was part of the 
regular dealer-help advertising 
program of the tire company, han- 


g : * 
og ol dled for them by Reuben H. Don- 
re nelley Corp., Chicago. 


1 i 


| Mr. Martin pointed out that 
a ay ie i a j cae es ae since the script covered the mid- 
on 4 dle commercial of the show, the 
recipient got the story on B. F. 
Goodrich tires whether or not he 
saw the program. 


s “Most recipients,” he said, “not 
only read the script before the 
show but also followed it as they 
watched the production. I doubt 
that many mailing pieces have 
ever been so thoroughly read by 
so many people. 

“The mailing accomplished three 


f objectives: (1) to gain high read- 
: ership of our direct mail advertis- 
i ) ing, (2) to promote the size of the 
i i viewing audience of “Celebrity 
me Time,” and (3) through the local 
3 i publicity to bring many motorists 
. i; into the retailer's place of business 
7 in order to obtain a script.” 
ie’ t The script was prepared by 
a: Batten, Barton, Durstine & Osborn, 
By tf | the B. F. Goodrich agency. 
= Lara Heads Huber Sales; 


Schirmer, Weltz Also Named 


Louis A. Lara has been named 
general sales manager of the ink 
division of J. M. Huber Corp., New 
York. He will take over part of 
the duties formerly handled by 
lJ. S. Hart, v.p., who will hence- 
forth spend more of his time hand- 
e - ¥ ling administrative details. 
When GRIT America has a headache, it reaches for the remedy it Mr. Lara joined Huber in 1933 


as export manager and in 1949 be- 


i. 21% | came assistant general manager. 

sees most often in the pages of GRIT. And sales increase by Os Edward Schirmer, who has been 
| with the company since 1946, has 

| been named assistant general sales 


po 


GRIT Families show a definite preference for all GRIT-Advertised products: manager, and Raymond E. Weltz, 
? . me P : formerly with Container Corp., be- 
A GRIT-Advertised cough syrup gets 3 times more sales than nearest com- cumes technical and sales service 

a . 


petitor . . . children’s laxative, 5 times more sales than nearest rival . . . cold ; 
de Garmo Names Sprinkel 

remedy gets 29% of all sales in its field! Bea Sprinkel, formerly assistant 

advertising manager of Harrower 

| Laboratory, has been appointed as- 

sistant to the president of de 
& Garmo Inc., New York agency. 


_— 


SA rerrereern fern ieeetrrreecercess 
CON GS FES TFA | 
A KR \ \ sie enS So che v | Mandel Joins Hilton Agency 
Bey SES ee via GA | William Mandel, formerly an ac- 
WILLIAMSPORT, PA, count executive with Dorland Inc., 


has joi t staff of Hi 
Ask Osborn, Scolaro, Meeker & Scott Smal! Town America’s Greatest Family Weekly Riese, New York of Hilton & 


for the GRIT Reader Survey —with more than 600,000 circulation 


_ 


Always Dependable Quality and Service 


SHORT CLOSING DATE: LAST FORMS CLOSE MONDAY PRECEDING DATE OF ISSUE! 
COMPLETE COLOR BOOKLET 
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Six Month 
Ranking of Total Investment 
National Medium by Advertisers 
Advertising Media (Jan.-June, 1951) 
Ist LIFE $43,089,969 
Qnd CBS-Radio 39,285,216 


i Saturday Evening Post 34,121,636 
4th NBC-Radio 30,000,036 
* NBC-TV 26,739,532 
gth ABC-Radio 17,344,512 
7th CBS-TV 17,069,328 
8th Time 14,229,834 
gth Ladies’ Home Journal 11,484,173 | 
10% Better Homes & Gardens| 11,413,731 


a - 


The next ten national media rank as follows...11th: This Week, *10,911,380—12th: Look, $9,743,833 
—13th: Collier’s, $9,197,871—14th: MBS-Radio, $8,859,908—-15th: ABC-TV, $8,228,700—16th: Good House- 
keeping, $7,904,187—17th: American Weekly, $7,182,895—18th: Woman’s Home Companion, %6,318,319 
—19th: Newsweek, *5,971,709—20th: McCall’s, $5,476,607. 


Source—Publishers’ Information Bureau (gross figures). 
Radio and Television figures are for network time only. 


FIRST IN MAGAZINE CIRCULATION 
FIRST IN READERS 
FIRST IN ADVERTISING REVENUE 
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Meriden, C 


Champ oil 


named general 


Orsie joins Champion Labs 


Mrsie, formerly with 
in Machine Co., has 
sales mana- 
Laboratories, 


of 


lampion 
onn., manufacturer 
filters and refills 


McBrien Named Bristol V. P. 


Frederic 


appointed v. p 
jristol-Myers 


Montreal 


papers in 
lowa, Nort 


ing. Write 


T. McBrien has been 
and sales manager 
Co. of Canada, 


NEWSPAPER 
CLIPPINGS 


from 2000 daily and weekly news- 


Minnesota, Wisconsin, 
h and South Dakota, 


Montano and Nebraska. We can 
give you complete coverage on 
ANY SUBJECT, news or odvertis- 


for details. 


Western Press Clipping Exchange 


Established 1900 


1022 Lumber Exch. Bidg., Minneapelis, Mina. 


FCC Engineers Plan 
to View Compatible 
Color Video Tests 


WASHINGTON, Aug. 2—Top en- 
gineers of the Federal Communica- 
tions Commission will sit in next 
week when TV industry engineers 
demonstrate “compatible” color 
systems under study at various 
plants 

The tests are part of research 
which the industry is continuing in 
an effort to find a color system 
which can be introduced without 
interfering with reception of exist- 
ing b&w sets. The present commer- 
cial color system, sponsored by 
CBS, cannot produce pictures on 
b&w sets without adapters. 


e Next week's demonstrations will 
be held at the GE plant at Syra- 
cuse, N. Y.; Hazeltine Laboratories, 
Little Neck, N. Y.; RCA, Princeton, 
N. J., and Philco, Morrisville, Pa. 
The tests are sponsored by the 
National Television Systems Com- 


} mittee, a committee set up by the 

Radio-Television Manufacturers 
Assn. 

The tests are part of the indus- 
try’s research program, and are 
not an official demonstration, nor 
part of any pending procedure be- 
fore the FCC. 

FCC engineers sitting in include 
Edward W. Allen, chief engineer; 
Curtis B. Plummer, chief of the 
broadcast bureau; Edward W. 
Chapin, chief of the laboratory di- 
vision; and William C. Boese, act- 
ing chief of the technical research 
division. 


Cosgrove to Hoefer Agency 

Cosgrove & Co., San Francisco 
insurance broker, has appointed 
Hoefer, Dieterich & Brown to han- 
dle its newspaper and direct mail 
advertising. Gerth-Pacific is the 
former agency. 


Peck Promotes Blauhut 

Don Blauhut has been promoted 
to director of radio and television 
at Peck Advertising Agency, New 
York. He had been assistant direc- 
tor. 
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Creation of New Advisory Position May 
Foreshadow Stripping FCC of its Powers 


WASHINGTON, Aug. 2—On the 
recommendation of his Communi- 
cations Policy Board, President 
Truman has established a new post 
of “telecommunications adviser to 
the President” and appointed Ha- 
raden Pratt, v.p. of American Ca- 
ble & Radio Corp., to fill the posi- 
tion. 

The new adviser, according to 
the policy board’s recommenda- 
tion, should “assure that the fed- 
eral government’s use of radio 
frequencies is in as good and eco- 
nomical order as possible and to 
further the most rational use of 
the entire spectrum.” 

In addition, the policy board's 
declaration suggested that unless 
the new adviser and the Federal 
Communications Commission can 
jointly resolve the problem of allo- 
cating the radio and television 
spectrum to the satisfaction of the 
television industry and the govern- 
ment, then “it may be necessary 


In Northern California 


MORE PEOPLE LISTEN — more often —to KNBC 
than to any other radio station 


KNBC’s 50,000 watt Non-Directional transmitter 
reaches all the markets of Northern California... 


KNBC has the biggest and most loyal audience in 
the San Francisco-Oakland Metropolitan Market — the 
seventh largest, fastest-growing major market in America. 


And as a plus, KNBC penetrates all the rich, fast-growing markets 
MARKETS like Stockton- 
Modesto, U kiah-Mendocino, Napa-Santa Rosa, Santa Cruz-Monterey, 
Sacramento, San Jose-Santa Clara, and Eureka-Humboldt County. 


throughout 


ONLY KNBC can reach all these markets — in one, big 
economical package. KNBC sales reps will show you how... 


KNBC delivers MORE PEOPLE (in one pack- 


age!)—at LESS COST per thousand—than any 
other advertising medium in Northern California. 


Northern 


California. PLUs 


50,000 Watts — 680 K.C. 


PLUS-Market Case History 


from 1940-1950 


Eureka-Humboldt County 


© Population — 68,548, an increase of 49.6% 


© Effective Buying Income * —$96,950,000, an 


increase of 155.6% 
@ Retail Sales* —$76,790,000, up 215.5% 


@ KNBC Audience — Week after week, over 


to KNBC 


San Francisco 


half of the radio families listen regularly 


*Soles Monagement's 1951 Survey of Buying Power 


Northern California's NO. 1 Advertising Medium 
Represented by NBC Spot Sales 


to seek a change in the Commu- 
nications Act so as to set up a 
single authority where such deci- 
sions can be made.” 


@ Thus, unless the FCC and Mr 
Pratt can work out a joint solu- 
tion to the TV allocation problem, 
the FCC may find itself stripped 
of its power to allocate channels. 

The new telecommunications ad- 
viser to the President (according 
to the policy board's report) 
should “establish and maintain ef- 
fective working relationships with 
the FCC for the informal solution 
of those joint questions of frequen- 
cy allocation which will inevitably 
come under our system of dual con- 
trol of the spectrum. 

“The vast growth in public de- 
mand for television has made acute 
the problem of deciding how to 
allocate space in the higher fre- 
quency bands between govern- 
ment and non-government users. 


e “The claims of the multi-billion 
dollar industry with a tremendous 
potential impact on the daily life 
of every citizen must be put over 
against vital needs of government 
agencies for services necessary to 
the security and welfare of the en- 
tire nation. 

“If this cannot be done prompt- 
ly and wisely by joint action of 
the FCC and the new [adviser], 
it may be necessary to seek a 
change in the Communications 
Act so as to set up a single authori- 
ty where such decisions can be 
made.” 

Mr. Pratt will 
member of the President's staff, 
with offices and staff furnished 
by the National Security Resources 
Board. 
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Colored Margarine 
Makes Legal Debut 
Throughout Oregon 


PORTLAND, OrE., Aug. 2—Today 
was a colorful day for newspapers 
in Oregon—the sale of colored 
margarine became legal. 

During the entire week, color 
ads ranging up to a full page her- 
alded the advent of yellow All- 
Sweet, yellow Parkay, yellow 
Nucoa, yellow Delrich and Safe- 
way stores’ colored margarine. 

A representative of California 
Ink Co., which supplies much of 
the newspaper printing ink used 
in the state, commented some- 
what wearily, “It seems as if we 
did nothing but make yellow ink 
all last week.” The color ads, plus 
yellow in-store displays, required 
approximately 1,200 extra pounds 
of yellow ink 
s Portland 


newspapers normally 


| use about 30,000 pounds of yellow 


ink a year—more than any color 


|}except standard black. The wave 


of yellow ads resulted in some 
rather unusual effects in a num- 
ber of newspapers in the state. 
The “yellow” margarine ranged 
from primrose to chartreuse, be- 
fore the desired golden vellow ef- 
fect was achieved. 

It was a public relations man, 
however, who worked up one of 
the more unusual tie-ins. Seems 
Parkay’s PR director decided the 
most appropriate method of mak- 
ing the initial delivery of yellow 
Parkay in a Yellow cab. 
Hence, for several hours this morn- 
ing, about 60 cabs covered the city 
to make deliveries. 


was 


Standard Rate Joins NBP 


Standard Rate & Data Service, 
Chicago, publisher of business 
publication advertising rates and 
data, an Audit Bureau of Circula- 
tions publication, has become a 
member of National Business Pub- 
lications, Washington. 
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Out in front by 


the greatest lead on record! 


Lead of the Chicago Tribune in total advertising linage over 
the second Chicago newspaper since the end of World War Il. 
First 6 months, 1946-1951 


1946 see ee eee 6,799,295 
1947......++ 8,234,160 
1948 see eeeee 11,128,546 
1949 see ee eee 11,783,588 
1950 ........ 11,891,872 
1951 eon@e8cee6 8 12,373,956 
1946 1947 1948 1949 1950 1951 


Advertisers are turning increasingly to the Chicago Tribune 
in order to cash in on the greater sales volume available in the 
rich Chicago market. 

During the first six months of 1951, advertisers placed 
22,155,287 lines of advertising in the Tribune. This was an all 
time high in Tribune volume for any similar period. It was 
also an all time high in lead in volume over the second Chicago 
newspaper. 

On the basis of results total advertising linage in the 
Tribune increased from 14,382,255 lines during the first six 
months of 1946 to 22,155,287 during the first six months of 
this year. This was a gain of 7,773,032 lines—practically 
double the gain of all other Chicago newspapers combined. 

As shown by the chart, since the close of World War II 
advertisers have depended more and more on the Tribune. 
During. the first six months of 1946 the Tribune’s lead over 
the second Chicago newspaper was 6,799,295 lines or 89.7%. 
During the first six months of the year advertisers increased 
the Tribune’s lead to 12,373,956 lines or 126.5%. 


During the first six months of 1946 the Chicago Tribune 
carried 36.6% of the total advertising linage printed by 
Chicago newspapers. During the first six months of 1951 the 
Tribune carried 46.5% of the total advertising linage. 

This greater reliance on the Tribune is based on the greater 
returns advertisers get from their investment in Tribune sales 
power. 

This record suggests two questions which it may profit 
you to consider. 


1. Is your advertising budget adequate to your oppor- 
tunities in the multi-billion dollar Chicago market? 


2. Are you utilizing your budget to take maximum 
advantage of the exceptional sales power of the Chicago 
Tribune? 

To get your full share of Chicago’s buying, ask your adver- 
tising counsel or a Tribune representative to work with you 
in drawing up a schedule of advertising designed to get you 
more business in Chicago. Tribune rates per line per 100,000 
circulation are among America’s lowest. 
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THE WORLD’S GREATEST NEWSPAPER 
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Let's Get Those Awards Off the Air, Too 


In recent weeks ADVERTISING AGE has printed a good deal of ma- 
terial, including an editorial, on the subject of awards which are used 
as advertising devices for products of many types. 

We shall probably print more, as new material becomes available, 
and as it becomes clear that some—not all, but far too many—such 
awards are not worthy of advertiser support nor public belief. The 
Gountry’s Better Business Bureaus, too, have been busy on the award 
ffont. As we reported recently, they adopted a strong resolution con- 
demning unqualified and insincere awards at their annual meeting. 

’ The country has simply gone award-crazy, it seems, And this may 
Ge a good time to reassess the whole subject of awards, including 
especially the plethora of such awards which seem primarily designed 
t® get two or three minutes of radio or video time on a network in or- 
der to please some radio performer or sponsor and incidentally to get 
some free publicity for a magazine or organization which otherwise 
might have to pay for its own advertising. 

; This might also be a good time for networks and advertisers to 
feview the whole subject of just how far show talent should be al- 
lwed to go in riding their own horses on time paid for by a company 
Which is trying to sell soap or furniture or tea, or whatever the prod- 
uct may be. Many an advertising-sponsored showman seems far more 
iptent on selling his own brand of ideas or momentary enthusiasms— 
whether they happen to be a political system or a pet charity—than 
ie is on selling his sponsor’s products, or even on producing an en- 
tértaining show. 

And many more advertising-sponsored showmen seem far more in- 
tent on increasing their own personal vanity and building up their 
@wn personalities and those of their friends, than on any other more 
forthright activity. They appear, with startling regularity, on each 
other's shows; they deliver long commercials (presumably not counted 
as commercial time by the networks) for the magazine which, just 
by accident, happens to carry a wonderful story about themselves in 
this week's issue; they deliver equally long and more than usually in- 
tense commercials about the movie they are about to appear in, or 
the night clubs in which they will perform. 

In more than one or two cases, the naive listener might actually 
get the notion that the performers are performing free, in return for 
all the publicity they are giving their various enterprises. 

Maybe this is all wonderful. And then again, maybe it isn’t. 


The Trend Toward “Brand” Accounts 


For a number of years large advertisers, with an extensive line of 
products to sell, have tended toward the distribution of their adver- 
tising accounts among two or more agencies, on a brand or line basis. 

The theory was a sound one: A good agency, working on a particu- 
lar product or line, might be an even better agency if another good 
agency were working on another line for the same company. There 
would be an element of competition, and of two-heads-are-better- 
than-one, which might benefit everybody. Furthermore, internal 
competition within the company would be stimulated, and the whole 
job would be easier. 

Now, as major companies extend their lines and divisions, one be- 
gins to wonder if this brand-agency theory can ultimately stand up. 
Too many conflicts develop, and in too many instances a single ad, 
or radio or TV show, promotes products handled by two or more agen- 
cies. 

Thus far, the problem has been by no means insuperable, but it 
does seem as though sooner or later there might be a re-examination 
by major advertisers of this particular situation. The major difficul- 
ty, of course, is that so many companies now have products, or lines 
of products, which compete directly with other products produced by 
the same company. 


—Ejectri:al Merchandicina 


What They're Saying 


International Endorsements 


| The following are excerpts from 
| endorsements of the acceptance of 
| the challenge to advertising at the 


International Advertising Confer- 
ence in London: 
We delegates to this convention 


}enjoy the precious power of free 
| speech and cherish the freedom of 


the press. There is urgent need for 
greater cooperation between our 
countries, and in one direction ad- 
| vertising can help. Advertising is 
the medium which enables us to 
spread a common knowledge about 
things and worth while projects. 

—C King Woodbridge, 

Dictaphone Corp., U.S. A. 


President, 


Advertising has been a power- 
| ful influence, at least in my coun- 
try, in destroying the mediocrity 
that inevitably springs from isola- 
tion. Incidentally, advertising can- 
not claim any credit for these fan- 


tastic wool prices Australia is 
getting. In the opinion of the 
Australian wool grower, his as- 


tonishing prosperity is the result 
of an act of God and in some re- 
spects the King’s enemies! 

—George Patterson, Governing Direc- 


tor, George Patterson, Pty. Ltd., 
Australia 


It is our aim in South Africa to 
uphold the standard of advertis- 
ing, to use advertising, to promote 
world trade and understanding, 
to rub shoulders, with the free 
world and let the people under- 
|stand that South Africa and the 
| free nations are with you in your 
| terrific struggles here in Europe. 


—O. J. Bekker, President, Newspaper 
Press Union of South Africa. 


With the growth of industrial- 
ization the purchasing power of 
Asia is in its transition. The giant 
is waking up; it will soon become 
'the focal center of world markets. 
With its characteristic precision, 
the advertising fraternity should 
prepare for it now. 


—Venkatrao Sista, Managing Director, 
Sista’s Ltd., Bombay. 


Only by keen awareness of re- 
sponsibilities on the part of ad- 
vertising men throughout the free 
world can we hope to contribute 
to the maintenance of freedom. 
The International Union of Adver- 
tising will constantly encourage 
member countries to keep vigilant 
watch for tendencies on the part 
of governments to restrict the 


right of individuals to freedom in 
the management of a personal in- 
come. 


—Paul O. Althaus, President, Interna- 
tional Union of Advertising. 


The interests of advertising are 
the interests of world peace, free- 
dom and understanding between 
nations. What we young advertis- 
ing people want to do is to pro- 
mote these through advertising, 
and it is our point of view that 
this is the higher object of adver- 
tising. 

—Borge Rasmussen, of “Politiken,” 
Vice-President, Junior Section, Danish 


Advertising Association—representing 
Youth Delegates. 


Classified Ads—Free 
Enterprise at Its Purest 

Of more than $2 billion ex- 
pended annually for advertising, 
in excess of $1 billion is spent in 
newspapers, Approximately one- 
third, or more than $300,000,000 is 
spent for classified advertising 
throughout the U. S. The want ads 
are big business. 

In terms of individual ads, over 
500,000,000 ads are published in 
one year. Popular weekly maga- 
zines publish less than 250 ads per 
issue. Popular monthly magazines 
can boast of not more than 450 
ads per issue. The total of radio 
and television advertisers is com- 
parable to that of not more than a 
few want ad classifications. The 
want ads serve America’s adver- 
tising majority. 

By preference, the want ads 
represent the largest single adver- 
tising potential known. 

Want ad advertisers are the rich 
and poor, labor and capital, the 
small business man and the large 
industrialist, men and women, all 
races and religions. They are the 
people who determine styles, the 
worth and value of commodities 
and services, and who decide elec- 
tions. They are newspaper circula- 
tion; they are population. They are 
the buying power of ail markets 
and, in themselves, an advertiser 
of major proportion. 

Written and read by individuals, 
governed by neither censorship 
nor policy, the nation’s advertis- 
ing majority meets on common 
ground to transact business on a 
mutually agreed basis. Here is free 
enterprise in its purest form. 


—Felix S. Towle, former managing 
director of Assn. of Newspaper Classi- 
fied Advertising Managers, in 
July, 1951, issue of American Press. 


the 
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Rough Proofs 


Dr. Ernest Dichter, the eminent 
student of human motivation, says 
you shouldn't tell the voter it’s 
his duty to cast a ballot. And if 
he doesn’t, don’t even whisper that 
he’s a dope. 

7 

“Advertising,” remarks Station 
KFI, “is not bought simply to be 
measured by Hooper, Starch, 
Pulse, Nielsen and the Continuing 
Study.” 

Is a revolt against the research- 
ers getting under way? 

a 

With plans for another national 
election already being made by 
the politicos, it’s nice to know that 
the voting for Miss Rheingold 1952 
will be concluded shortly. 

+ 

Everett Crosby is convinced that 
eventually 70% of the country’s 
television fare will be films, but 


| of course that’s not the reason for 


the current lag in the sale of TV 
sets. 
7 
An advertising manager looking 
for a new connection expresses the 
opinion, “There are very few ad- 
vertising genii.” 
Aren't those the fellows whose 
talents come out of a bottle? 
. 


A TV-radio producer assures his 
prospects that he can supply top- 
drawer jingles. 

Some of those now on the air 
must have come out of the bottom 
drawer. 

* 

“All replies,” says a classified 
advertiser, “will be treated con- 
fidential.” 

He means they will be handied 
discreet. 

+ 

An advertising agency is looking 
for a “good hack copy writer with 
idea file.” 

And he'd better bring along his 
current batting average. 

oo 


John Wagner & Sons, now start- 
ing a regular schedule of adver- 
tising, admits that for 103 years 
it used none of it. 

For that kind of struggle, the 
first 100 years are bound to be 
the hardest. 


One-fifth of the offices surveyed 
by the National Office Manage- 
ment Assn. have cuspidors, but 
the marksmanship of their users 
has not been revealed. 

e 


Dow Chemical Co. has issued a 
booklet, “The Media Representa- 
tive’s Interview Guide,” which 
tells space and time salesmen 
everything they ought to know 
except how to get the order. 

7 


Since 25 major department 
stores are tying in merchandising 
programs with the fall issue of 
Modern Bride, it’s reasonable to 
assume that lots of girls are mar- 
ried in other months than June. 

» 


Two entrants in the Sioux City 
Journal-Tribune’s hole-in-one con- 
test scored aces. 

Are the holes getting bigger or 
the clubs longer? 


Copy Cus. 
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In the suburbs—new homes go up everywhere. 
And everywhere, you find THE INQUIRER, too. 


Inside the city and ovt—families move into 
new apartments. INQUIRER moves with them 
. buying guide for whole trading area. 


a ™ 


/ Now in its 18th 
ke Consecutive Year of Total 
| Advertising Leadership 
\i 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire Stote Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE $. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfleld 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 


gives you the inside trac 


in Philadelphia! 


Chemicals set the stage for Philadelphia's great industrial mendidiin, This 
industry —as with oil and steel—directs the course of many tributary businesses. 


America’s 3rd Market is growing fast — especially the area just outside 
the City, which already accounts for half the people... half the sales. 
This is the “Vital Half” of the Philadelphia Market. The Inquirer 
reaches it thoroughly—gives you complete City coverage, too! 


Clearly—for bigger sales in Philadelphia, The Inquirer is a “must.” 


[ 7 Che Philadelphia Pnguiver 


Philadelphia Prefers The Inquirer 
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An Old Familiar Fight: MAB Claims 
Magazines Head National Ad Parade 


@xpenditures for goods. The aver- 
age advertiser of 1939 spent $355,- 
900; in 1950 he spent $442,100. 


® Television, while growing 
fapidly (its take more than trebled 
Between 1949 and 1950) is only 
adding to the national advertising 
jackpot; while TV increased $27,- 
800,000 in 1950, magazines and 


Magazines had more advertisers 
investing $25,000 or more in 1950 
than other media, nearly twice the 
number using newspapers, ten 
times the number using network 
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APP ROP. 


ME NUMBER SPENDING MOST OF 
a ee er 


ATION IN EACH MEDIUM. 


ture straight. 
MOST BUSINESS MEN know that all three are delivered, 


along with a Sunday newspaper, to a number of leading 
American markets. What most folks don't know is that, 
except for this similarity, the three great Sunday maga- 
zines are completely different. 


IN PLANNING an advertising program, it will pay you 


radio. In fact, of the 2,257 adver- 
a tisers in this category, 1,791, or 
a (Continued from Page 1) medium grew by $39,000,000, but about 80%, used magazines. And 
sie The Bureau's figures for news- their magazine expenditures in- of these advertisers, 1,531 spent 
papers, however, are just shy of creased $54,000,000.) beet : . the largest share of their appropri- 
half a billion doilars—$499,019,000, ations in magazines, about 70%. 
to be gg emg Mo ee @ Otherwise, MAB plumps hard i ee | Of the 2,257 advertisers, nearly 
Meer aye ee oc min8 for magazines, and these are some 75% used only one medium, and 
leadership for the past two years. - oe : e—__+# _e-0 - 
= of its findings: 4 ~ e nearly three-quarters of these ex- 
a e Along with this statistical in- 
‘ fighting, the MAB cracked loose 
f some interesting information on 
what’s been going on in advertis- 
ing for the past 12 years: 
Advertisers investing $25,000 or 
more in the four major media 
(magazines, newspapers, network 
a | 
ex radio, network TV) have increased 
- in number nearly two and one- 
- half times (936 to 2,257) between 
ce 1939 and 1950. 
a Their total expenditures in these 
az Media have trebled, rising from 
: $233,157,000 in 1939 to $997,891,000 
2 iy in 1950. 
a Their average expenditure per 
ha ! eee — — — yo there are three giant, national Sunday maga- readership of his ads. Ads in Metro are better read because 
4 with a rise of 226.3% in national zines— Metro, This Week and American Weekly. Few there is greater page traffic. 
be income, and 182.7% for consumer executives, surprisingly enough, have this Sunday pic- There is also an important difference in circulation of 


the three national Sunday magazines. Mighty METRO 
has almost half again as much circulation as either of 
the others. It has, in fact, the world’s largest magazine 
circulation: 


METRO ... ++ + « Over 14,000,000 
THIS WEEK . . . « « « « « Over 10,000,000 
AMERICAN WEEKLY . . . . . Over 9,800,000 


mm : . ‘ - : According to latest A.B.C. circulation figures 
os. newspapers increased nearly twice to understand these differences. For the differences are 
_&§ as much, $50,500,000, + gained great. And they are differences of kind as well as degree. THIS TREMENDOUS DIFFERENCE in circulation brings up 
— More advertisers than the new First, there’s a basic difference in character. This Week another important Metro characteristic. Metro is an in- 
og medium. : , p . . tegral part of the Number One paper in city after city— 
An — and American Weekly are each edited and published ; 
(MAB sees a parallel between Se Ries Mi Mad Sines “eee ‘call the paper you invariably buy on a one-paper list. Don't 
*6 TV and radio. From 1933 to 1939, in New York. Each is the same magazine in practically misunderstand. In certain areas, This Week and American 
3 advertiser expenditures in the new every newspaper* with which it is distributed. Metro, Weekly are also delivered with leading newspapers. But 


Appointed by Zonite 


on the other hand, is individually edited and published 
in each of its cities. Metro, always and everywhere, is a 
local, home-grozwen Sunday magazine —not an “import.” 
Metro, alone, has tremendous /ocal character. 


THIS LOCAL CHARACTER gives Metro maximum local 
impact. People like best what they know best. And Metro 
gives them lots of local news and local pictures. People see 
themselves and their community mirrored in the pages of 
Metro, and they read it avidly, cover-to-cover. 


THIS LOCAL CHARACTER gives Metro greater cover-to- 
cover readership. In every post-war study of Sunday 
readership, in papers that carry two or three of the three 
Sunday magazines, Mighty METRO magazines have come 
out on top by a comfortable margin! 


THIS LOCAL CHARACTER gives the advertiser greater 


in the nation’s top markets, neither comes near doing the 
job done by Metro! 

Another important difference lies in the advertising 
content of the three Sunday magazines. Metro, alone, is 
studded with local retail advertising. Shoppers look for 
good buys in Metro's pages... and they're in the mood 
to look at advertising. This retail advertising is a big 
Metro p/us —it’s proof that ads in Metro pay off fast. 


EVERY WAY YOU LOOK AT IT, Metro gives you more 
of everything you want—more local impact, more read- 
ership, more circulation, more sa/es—than either of the 
other two leading Sunday magazines. And Metro is 
competitively priced! 

* THIS WEEK, as distributed by the New York Herald Tribune, contains many 
pages of editorial and advertising not carried elsewhere in the country. 


Mighty METRO is the Sunday magazine printed in gravure, locally edited and locally titled, 
that accompanies these great Sunday newpapers: 


CLEVELAND Plain Dealer MINNEAPOLIS Tribune 

DES MOINES Register NEW ORLEANS Times-Picayune & States 
DETROIT News and/or Free Press NEW YORK News 

INDIANAPOLIS Stor PHILADELPHIA Inquirer 

LOS ANGELES Times PITTSBURGH Press 

MILWAUKEE Journal PROVIDENCE Journal 


ATLANTA Journal-Constitution 
BALTIMORE Sun 

BOSTON Globe ond or Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 


ST. LOUIS Globe-Democrat 
and or Post-Dispatch 
ST. PAUL Pioneer Press 
SEATTLE Times 
SPRINGFIELD Republican 
SYRACUSE Post-Standard 
WASHINGTON Stor 


Richard L. Weterfell has | METROPOLITAN SUNDAY NEWSPAPERS, INC. 
Richard L. Waterfall has been ap- 
pointed general sales manager of Zouite Sales Offices for Metro Magazines and Metro Comics . . . NEW YORK + CHICAGO + DETROIT + SAN FRANCISCO + LOS ANGELES 
‘a Products Corporation, New York, man- 

J ufacturers of pharmaceutical products. 

“ He is one of 302,833 daily Wall Street 

¥ Journal readers from coast-to-coast. 

: To reach men who are stepping up in 

business, advertise in America’s Only 

: National Business Daily. 

( ADVERTISEMENT ) 


—— 
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clusive advertisers used magazines 
alone. 

Further, while all national me- 
dia show advertisers who shift out 
of one into another, from 1949 to 
1950 “magazines had the lowest 
percentage of such casualties of 
any national medium.” Their gain 
in “new” advertisers (i. e., those 
who hadn’t used magazines or had 
spent less than $25,000 in them) 
was 305, which narrowly missed 
equalling the number of new ad- 
vertisers in the other three media 


combined—310. 

In the 28 Publishers Information 
Bureau classifications, newspapers 
were first in nine, network radio 
in two, network TV had none, 
magazines had 17. 


Ideal Adds to Sales Statt 

Ben Lochridge, formerly of 
Quick, has joined the western sales 
staff of the Ideal Women’s Group. 
Richard K. Bleser, formerly v. p. 
of Bleser, Gigli Associates, has 
joined the group’s New York sales 
staff. 


‘Clear Writing’ Book Written by Shidle 


New York, July 31—Norman G. 
Shidle, manager of the publica- 
tion division of the Society of Au- 
tomotive Engineers, is the author 
of a well written and instructive 
volume titled “Clear Writing for 
Easy Reading,” to be published by 
McGraw-Hill Book Co. Aug. 23. 

The book describes and teaches 
“the application of a specific meth- 
od for writing reports, letters, 
memoranda, articles” and similar 


kinds of writing which attempt to 
explain, sel] or influence readers. 

Numerous examples of writing, 
correct, and incorrect, have been 
incorporated in the text. Also in- 
cluded are practice exercises. At- 
tention has been paid the every- 
day tasks of writing, such as of- 
fice memoranda, reports, minutes 
of meetings and letters of all types. 
Price of the 176-page volume is 
$3 


your SUNDAY 
BASIC Buy! 


OVER 14 MILLION CIRCULATION! 
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NEW BOOK ON MAGAZINES 
WRITTEN BY WOLSELEY 

New York, July 31—“The Mag- 
azine World,” by Roland E. Wolse- 
ley, professor of journalism and 
chairman of the magazine practice 
department of Syracuse Universi- 


ty, has just been published by 
Prentice-Hall Inc. The price is 
$5.65. 


As its sub-title, “An introduc- 
tion to magazine journalism,” in- 
dicates, this 428-page volume is a 
compendium of useful information 
covering the important aspects of 
the magazine field with which a 
student or interested layman would 
be concerned. 

Between its covers can be found 
chapters on the magazine's place 
in the journalistic scene, the rela- 
tionship between a magazine and 
its readers, magazines as a busi- 
ness, writing and editing for mag- 
azines, and careers on magazines. 


WOODCALICK 


yrmesTancted 
Coven TER 


S 
WHAT, NO RENT! 


By PETE McGILLEN 
Outdoors Editor 


The Toronto Telegram 


Meet the chairman of the housing « 

mission in the animal world—Mr .— 
hog to you, or perhaps you call him Me 
Woodchuck. Either way he is on importagt 
choracter, despite the rough treatment he 
gets from farmers. in fact, assessing “ 
fairly, he rotes next to the beover 

engineering ability ond skill. His home fs 
not only cleverly located, to assure drynegs 
ond protection, but it has at least threp 
entrances t 


His real claim to greatness is thot 
provides homes for many other anim 
Old groundhog burrows ore taken over 
foxes, skunks, cotton-toil rabbits, a 
porcupines and raccoon, the latter twa 
only in emergency. They alsc are used @ 
hovens of refuge by snowshoe rabbits, jack 
rabbits, grouse and snokes. Even muskrats 
hove been known to make good use of the 
groundhog residence along a river, swamp, 
or stream. Mud turtles use the pile of 
gravel at the mouth of the groundhog 
den to lay their eggs, and birds often 
toke advantage of it to dust themselves 
He must also be given credit for providing 
aeration for the soil 


He belongs to a prolific breed, and 
perhops it is well he does, otherwise farm 
boys and many city gunners would lock 
live targets in the spring before the grain 
is planted, ond in the fall after the hay 
and grain crops hove been harvested He 
eots grain, and also tramples it to mote 
runways. Formers claim his burrows are 
danger spots when they are mowing, 
raking and harvesting. A horse can break 
a leg by stepping into one of these dens 
but strangely enough, one rarely hears of 
such an accident 


Pete McGillen is always qlad to hear 
from admen planning a hunting or fishing 
trip. Drop him a line and he'll tell you ol! 
about the grand ploces up here, ploces 
where you'll hove the time of your life! 
Moybe he can even go along with you 
Write Pete McGillen, The Telegram, To 
ronto |, Canada 


Now you con buy concentrated colored 
comic advertising in Canada's richest mar 
ket. The WEEKEND TELEGRAM will be on 
the newsstands and in the homes for the 
first time on Saturday, September #th 
This new medium with its coverage of 
Canado's major market, changes the en 
tire medio picture in Ontario it is ao 
development that merits a re-appraisal of 
your advertising expenditures in Ontario 


THE TELEGRAM 
TORONTO 1, CANADA 
U.S. REPRESENTATIVES 


The John E. Lutz Co. 
435 N. Michigan Ave 420 Lexington Ave. 
Chicage, tH! New York, WY. 
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Servel Promotes Patterson 
David K. Patterson, assistant 
sales promotion manager of Ser- 
vel Inc., Evansville, Ind., has been 
named sales promotion manager. 


Vitamin Corp. Is Sponsor 
Lorraine Cugat’s TV show is 
sponsored by Vitamin Corp. of 
America, not American Vitamin 
Corp., as AA reported July 23. 


Ward Promotes Roy Gebert 

Roy L. Gebert, previously assist- 
ant regional manager in St. Paul 
for Montgomery Ward & Co., Chi- 
cago, has been promoted to retail 
manager. 


Strathmore Paper Elects Two 

Cassius M. Bryan, v. p. in charge 
of production of Strathmore Paper 
Co., and F. Nelson Williamson, a 


director, have been elected chair- 
man of the board and president, 
respectively. They succeed the late 
George E. Williamson, who held 
both posts. 


Corathers Leaves Mathews 
Helen Carroll Corathers, on the 
public relations staff of Julius 
Mathews Special Agency, Philadel- 
phia newspaper representative, has 
withdrawn from the company. 


fre Gure- 


Elizabeth Alden (left) food editor of The Blade, 
and Marion Groy, assistant professor of foods at 
the University of Toledo, test some of the nearly 
4,000 recipes submitted in the second onnyal Blade 
Readers’ Cook Book Contest. 


SHE'S WRITING A BEST SELLER 


Yes, with the help of The Blade’s 
women readers, Food Editor Elizabeth 
Alden is putting together a best-seller 
cook book. It’s her second in a row 
and is to be a part of the big Sunday 
Blade on September 2. It will be a 
companion piece to last year’s 112- 
page tabloid size cook book that is 
still so highly prized in thousands of 
kitchens around here. 


The recipes, you see, are Blade 
readers’ own top favorites, submitted 
in an annual competition for 558 
cash prizes. They’re so good, as to 
almost convince you that Blade 
women readers are just about the 
best cooks going. All of the winners 
are published; most of them in the 
Cook Book, the balance on The 
Blade's lively women’s pages. 


Although only in its second year, the 
cook book already is something that 
women look forward to months in 
advance. Advertisers feel the same 
way; seem to like the big bonus 
readership they get at no extra cost 
from having their message seen the 
year around. 


If you're one of the many that think 
this is something too good to miss 
when added to the whopping circu- 
lation of the bustling, booming Sun- 
day Blade, this is the time to order 
space. For this is a cinch to be the 
best-read book in Toledo that day— 
and for some time to come. 


TOLEDO BLADE-TIMES 


Represented by Moloney, Regan & Schmitt 


This is Toledo — 


motion is merchandising news. 


i 


Advertising Age, August 6, 1951 


Disney's ‘Alice’ Gets 
Much Tie-in Support 


(Picture on Page 52) 

New York, Aug. 1—During the 
years when Walt Disney was de- 
veloping the animation techniques 
to the point where they could sup- 
port full-length pictures, tie-in 
advertising and merchandising 
were never a part of Disney pro- 
motion. 

The characters of the short sub- 
jects—Mickey Mouse, Donald Duck 
and Pluto—have long been fran- 
chised, and now cavort on prod- 
ucts ranging from watches to shoes 
to orange juice. But no Disney fea- 
ture had ever been launched with 


| a full tie-in drive. 


That’s why the company’s de- 


|cision to put “Alice in Wonder- 


land” across with a full tie-in pro- 


es At present, the Disney organiza- 
tion figures it has about $1,500,-| 
000 in national tie-ins scheduled. 
This collateral promotion will con- 
siderably augment the picture's 
own advertising budget of $350,- 
000-$400,000 in national magazines 


|—a figure which will reach about 


$1,000,000 when the local news- 
paper expenditures are added. 

Early last fall, the Disney or- 
ganization screened advertisers, | 
eventually setting up a list of 400) 
who might potentially be inter- 
ested in the tie-in. The list had to 
exempt those companies which 
produced competitive products to 
Disney’s present licensees for the 
comics characters, and this re- 
duced the field considerably. 

The letters went to the account 
executives handling the products 
in agencies. In personal calls, Dis- 
ney executives stressed that (1) 
this was a new step for Disney, (2) 
that the picture would be a notable 
one, and (3) it cost the advertiser 
nothing. 


s From advertisers who tie in, Dis- 
ney wanted assurance on four 
points: 

1. The advertising, point of pur- 
chase or media, would carry a spe- 
cific screen credit. 

2. The advertising, whatever the 
product, would be in keeping with 


| the spirit of the picture. 


3. The art work would either be 
done by Disney artists or would be | 
approved by the company—a test- 
imony to the studio’s insistence on 
topflight art. 

4. The campaign would be re- 
leased to run concurrently with | 
the picture. Disney didn’t want to} 
be scooped, nor did the studio! 
want the campaign to break long! 
after the picture had played in 
local theaters. 

Otherwise, the tie-in was free. 
As well, the advertisers—some of 
whom may have had bitter mem- 
ories of being asked to tie in with 
pictures which were mysteriously 
held up from previously sched- 


| uled release dates—were promised 


specifically the time the picture 
would be ready for theaters, and 
promised advance publicity and 
promotion. 


@ As a result, seven U. S. ad- 
vertisers and four Canadian ad- 
vertisers are now on the line with 
campaigns. They are: General 
Foods’ Igleheart division, General 
Electric’s lamp division, Libby, 
McNeill & Libby (both U. S. and 
Canada), Standard Brands’ Royal 
desserts, McCall Corp.’s pattern 
division, Textron’s Indian Head 
cotton division and the Tea Bu-| 
reau. In Canada, General Foods’ 
Swansdown and Jell-O divisions 
are set, as is Crean Hats Ltd. RCA- 
Victor, which cut the Alice records, 
is naturally going along. 

To assist in merchandising the) 
campaigns for cooperating adver-| 
tisers, Disney arranged advance) 


| Metro Pacific in 


screenings for sales, merchandis- 
ing and promotional staffs, for 
their sales forces (or those of 
wholesalers), for buyers of chains 
and leading stores, or for the mer- 
chandising heads of local utilities, 
etc. 


s Most of the tie-in campaigns get 
under way in September (“Alice” 
bowed July 28 in New York, opens 
somewhat later across the coun- 
try). To see how a sample adver- 
tiser operates, let’s look at Gen- 
eral Foods’ Igleheart division: 

In September and October, the 
company will use advertisements 
in eight women’s and shelter mag- 
azines, plus This Week Magazine 
in 28 cities. On Sept. 2 it will use 
13 cities, and 
Sept. 9 advertisements will ap- 


| pear in newspapers of four more 


cities. Radio spots are set for Sep- 
tember and October, including 
Swansdown's “Second Mrs. Bur- 
ton” on 75 CBS stations, and there 
will be a TV spot schedule. 

TV still poses some problems for 
Disney, who like other Hollywood 
producers has kept his product 
away from the cathode menace. 
However, Kathy Beaumont (whose 
voice is used for Alice) has ap- 
peared on the Bert Parks show 
and is set to appear on GE’s Fred 
Waring telecast. 


e Nor did the studio neglect re- 
tail: Seven department stores 
across the country—including such 
giants as Marshall Field & Co. and 
Jordan, Marsh Co.—have sched- 
uled promotions to be timed with 
either the back-to-school selling 
or pre-Christmas promotion, and 
‘our big variety chains (H. L. 
Green, Kresge, Neisner, and G. C. 
Murphy) are planning to cooper- 
ate in merchandising. 

Nor does the merchandising im- 
pact stop there, because 35 manu- 
facturers have been lined up to 
manufacture Alice products of one 
kind or another, and five more are 
developing merchandise for the 
market. Some of the distinctions 
among the manufacturers would 
give Red Queen pause: Duchess 
Doll Corp. will make Alice dolls 
under $4, while Alice dolls over 
$4 are made by Alexander Doll 
Inc., and Gottfried Oppenheimer 
is making something called 
“Three-Dimensional Overalls.” 


es Further, if any advertiser has 
been able to wend his way through 
this wonderland of promotion, the 
Disney office has a man who will 
be glad to assist him in lining up 
local promotions with the exhibi- 
tors across the country. 

This high-gear promotion plan 
indicates that Disney may plan to 
introduce later pictures in much 
the same way, and the groundwork 
laid for Alice may well be used 
next year when “Snow White and 
the Seven Dwarfs” is revived. 

The advertising may accomplish 


|a dual purpose. In New York, Dis- 


ney Was unable to prevent an alert 
theater operator from opening, 
just three days in advance of Dis- 
ney’s Alice, a French-made “Alice 
in Wonderland,” the production of 
one Lou Bunin. The French pic- 
ture, playing in three New York 
theaters, received mixed reviews, 
but Disney’s Alice may need all 
the promotion it has lined up. 


Mandee Names Wilbur Agency 


Mandee Fabrics, New York, has 
named Wm. Wilbur Advertising to 
handle promotion of its entire 
fabric line, including Resist-a- 
Spot, new crease and spot resist- 
ant finish. The account was for- 
merly serviced by Gilbert Adver- 
tising Agency. 
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Engineer Without Portfolio 


When Mr. Beaver feels the urge to build, he just goes ahead... 
without assignment. Engineering and construction firms, on the other 
hand, must get the order before they start. And, leaders in the field 
rely heavily on the use of Business Week to sell their services. 


REASON: Business Week is read by a highly concentrated audience 
of Management-men ... executives who make or influence buying 
decisions for their firms. They have a voice in deciding who gets the 
building contract. 


RESULT: Advertising dollars invested by engineering and construc- 
tion firms in the pages of Business Week work harder, produce more. 
This explains why Business Week regularly carries the advertising of 
many of today’s leading engineering firms. These advertisers know 
that — 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STPEET. NEW YORK 18, N.Y, 


These Leading Engineering and 
Construction Firms Advertise in 
Business Week to Help Them Locate 
New, Profitable Markets 


Badger, E. B., and Son 
Bechtel Corporation 
Blaw-Knox Company 

Brown and Root, Incorporated 
Ebasco Services, Inc 
Fruin-Colnon Contracting Co. 
Fry, George S., and Associates 
Gemar Associates 

Girdler Corporation, The 
Motor City Associates, Inc. 
Stone and Webster Engineering Corporation 
Turner Construction Compary 


A McGRAW.-HILL PUBLICATION 
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_ every viewpoint 
an thal lest ae 


FROM every viewpoint, Green Bay, Wisconsin 

is an ideal test market. Diversity of population, 
isolation of location, variety of employment, 
excellence of distribution facilities, and top-notch 
advertising media . . . all combine to make Green 
Bay the logical choice for your market test. 


SUPPORTING this ideal test market is the Green 
Bay Press-Gazette with circulation exceeding 35,000. 
The Press-Gazette’s General Advertising 
department offers complete facilities to assure 
pesitive contre! when ycu test ycur product. 
Write, wire or call today. 


Advertising Age, August 6, 1951 


Life’ Has Trained 163 “RR’ Men; 
Now They re a Permanent Fixture 


Retail Representative 
System Trains Young Men 
to Become Merchandisers 


By JcHun CRICHTON 

New York, July 31—More than 
five years ago Life embarked on 
a program of training young men 
for the advertising business by 
creating a staff of “retail repre- 
sentatives.” This is a repcrt on 
what happened to the program, 
and to the men in it. 

As originally planned (AA, June 
24, 46), the program was to bridge 
the “no experience, no job” dilem- 
ma of returning veterans, to pro- 
vide Time Inc. with a pool of men 
trained in sales problems, and to 
reacquaint retailers and advertis- 


| 
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ers with the problems of selling. 


YES, YOU'RE IN with the important buy- 
ing factors when you're in AUTOMOTIVE 
NEWS. These two important groups 
specify, order, and influence the purchase 
of more goods and services than all other 
automotive groups combined. 


HERE'S WHERE YOU'RE IN — 
AUTOMOTIVE NEWS gives you com- 


plete coverage of the vehicle manufacturers 
and reaches all of the top management 
men — the men who shape the policies 
and make the buying decisions. No other 
single trade publication can give you this 
complete coverage. 


The largest paid passenger car and truck 
dealer circulation— and keenest read- 
ership — ever was reached in 1950 by 


AUTOMOTIVE NEWS. 
HERE'S WHY YOU'RE IN — 


The men in the industry who want and need 
news most turn to the publication that gives 
them the most news fastest and authentic- 
ally. They pay $8 per year (highest sub- 
scription rate in the industry). The renewal 
rate is consistently the highest in the 
industry — currently 86.6%. No wonder, 
then, that in 1950 AUTOMOTIVE NEWS 
hit new highs in circulation, advertising 
linage, and number of advertisers. This is 
clear —- both advertisers and readers are 
following the trend to AUTOMOTIVE 
NEWS. 


—AND FOR YEAR-ROUND SELLING 
THE REFERENCE BOOK OF THE 
INDUSTRY — 


AUTOMOTIVE NEWS 
ALMANAC FOR 1952 


@A buyer's guide for those who make 
the buying decisions. 


@ Standard source of complete, authentic 
industry information. 


@ Referred to all year long for statistics, 
charts, graphs, and historical data. 


@ Delivered to all AUTOMOTIVE NEWS 


subscribers in April. 


THE WEEKLY NEWSPAPER OF AMERICA’S NO. 1 INDUSTRY 


PENOBSCOT BUILDING ° 
REPRESENTATIVES 


DETROIT 26, MICHIGAN 


New York — Edward Kruspak, Advertising Manager, 51 E. 42nd St., Murray Hill 7-687! 
Chicago — J. Goldstein, Western Manager, 360 N. Michigan Ave., State 2-6273 
Los Angeles —R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 


Detroit — Dick Webber, 2666 Penobscot Bidg.. Woodward 3-0495 


For in 1946 retailers were in the 
catbird seat—complete with wait- 
ing lists and sizable deposits, 
plunked down by eager customers 
until the day when their automo- 
bile or refrigerator would drop 
into their clutching hands. 


e The original retail representa- 
tives remember the amused dis- 
belief with which retailers gree‘ed 
them. Retailers remembered —he 
days of the hard sell, and the more 
farsighted were beginning sale; 
training programs but by and large 
“promotions” were things they 
used to worry about in the dreary 
thirties. 

When AA last looked at the Life 
program, some 60 veterans were 
enrolled for a year. Later on the 
program reached 89 members (2,- 
000 applicants were screened), 
but in succeeding years—from 
1947 on—the number dropped to 
30, and there it has stayed. 

These 30 representatives cover 
50 key market areas. Now, as in 
1946, they have two primary jobs 
—to call on leading retail and 
wholesale outlets to convince these 
outlets of the importance of the 
pre-selling job done by national 
advertising (particularly that in 
Life) in their own market areas; 
secondly, to pass along to retail- 
ers sound and proved merchandis- 
ing techniques, through which they 
can get greater profits from Life’s 
advertising pages 


@ In this job, they represent an 
important part of the magazine's 
advertising foliowup—other 
branches of which are business pa- 
per advertising, direct mail and 
convention presentations 

In no sense were the RR’s (as 
they are known in Life patois) te 
be a field force; they were to work 
for no individual advertiser; they 
were to install no windows, build 
no disp’ays; they were to answer 
questions (“make with the advice 
and ideas”); they were’not to pay 
for anything—all the cooperative 
newspaper ads, spot radio or car 
cards which stemmed from the re- 
tail rep’s operation ‘vas paid for 
by the advertiser or the store, not 
Life 

The aim was to line up stores to 
tie in with Life advertisers week 
after week. Life merchandising 
men claim that 90% of the stores, 
once signed up, stay with the pro- 
motions. The RR’s were to live in 
the cities in which they worked, 
get to know retailers and whole- 
salers well. It was to be a pro- 
gram of “slow sell,” and it was 
supposed to stick—even if the RR 
did not, since his original deal was 
only for a year of employment. 

In return for the vear of em- 
ployment, the RR was to accumu- 
late salable experience. 


e Let’s see how the deal worked 
out: 

So far there have been about 163 
RR’s put through the course. Of 
these, 38 are still employed by 
Time Inc., as salesmen, promotion 
men, or in circulation; 36 are sell- 
ing space or time for other media; 
21 are in the sales department of 
companies; 16 are in advertising 
departments, and 16 are in their 
own businesses; 14 are in adver- 
tising agencies; 10 are in “other 
husinesses”; the occupations of 9 
are “unknown”; 3 are military ab- 
sentees. 

When Time Inc. announced the 
program, with its altruistic over- 
tones, something akin to a polite 
snicker went through competitive 
media. It is interesting to notice 
that svace and time departments 
took nearly as many graduates as 
did Time Inc.—their joint hirir> 
accoun.ing ‘or more than 40% «? 
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the graduates. In 1950, for exam- 
ple, Clinton Abbott was hired by 
Haywood Publications, Paul Eck- 
strom by U. S. News & World Re- 
port, John Harrigan by Collier’s, 
Louis Trilsch by Street & Smith 
(all are space salesmen). 


@ In the five years, some changes 
have come. The number of repre- 
sentatives has been cut to one- 
third, the term of employment is 
somewhat longer (15 months now 
compared to a year), and the com- 
position of the group has changed 


LIFE PITCH—Steve Kelly, Life salesman, 


is using the gazine’s new p 

The cards can be shown in any order 

of subject (editorial, audience, etc.), or 
can be moiled. 


Some are still veterans, but mos: 
are young men a couple of years 
removed from college, who have 
cut their eyeteeth on business 
somewhere else but still want a 
siari in advertising. 

The retail program has been 
augmented by seven specialists, as- 
signed respectively to food, drugs, 
depariment store-women’s and 
men’s wear, home equipment and 
automotive, home furnishings and 
jewelry. In prewar days, Life had 
three men traveling, doing retail 
contact and merchandising. There 
are still three men who supple- 
ment the retail representative pro- 


gram with top level calls. 
e On the other hand, let’s see 
what the retail representatives 


have done for Life: 

Since the inception of the pro- 
gram they've made more than 170,- 
000 calls, including 21,631 on de- 
partment stores. They’ve made 10,- 
373 calls in 1951, through mid- 
June. They've hammered away at 
12,000 leading retailers, figuring 
on making a'-out four calls a year 
on top stores. They've staged some 
582 meetings for wholesale and 
retail salesmen, a total audience 
of about 30,115. 

In 1950, RR's talked to 95 meet- 
ings of ad clubs, college advertis- 
ing classes and chambers of com- 
merce, about 4,866 total audience. 
They lined up 8,000 storewide pro- 
motions in that year, did the field 
work on Life’s impact series 
(“What happens when Life hits 
—") and followed up on designated 
editorial stories. 


@ What does the rep do on a call? 

He tries to drive home facts 
about Life’s audience, coverage 
and advertisers, aimed at creating 
an appreciation of the local sell- 
ing influence exerted by the mag- 
azine. He passes on suggestions 
which other retailers have found 
sound, like (1) following Life’s 
business paper ads and reprints to 
see how aggressive merchandisers 
have put the magazine to work; 
(2) retailers’ taking advantage of 
merchandising materials sent by 
Life advertisers; (3) reading Life 
articles and ads for news of new 
products; and (4) coordinating 
displays and merchandising with 
idvertising currently running in 
Life, whether they use the maga- 
zine’s merchandising materials or 
not, in order to capitalize on the lo- 
-al selling impression Life is mak- 
ing in their market. 


e During the past year, the mag- 
azine figures it received some 15,- 
990,000 lines of newspaper adver- 
using on Life tie-ins, and advertis- 


ers bought some 16,484,184 pieces 
of the magazine’s retail promotion 
material to help the retailers use 
their advertising. 

And this explains why the RR 
seems permanently fixed as part 
of the publishing company’s op- 
eration. The number is apparently 
fixed, but the men are no‘:—and 
every 15 months the pool will have 
revolved, turning into the adver- 
tising business a group of men who 
have learned their craft at retail 
level. 


Seattle Daily Ads 
Offer GI Mortgages 
Direct to Investors 


SEATTLE, July 31—An unusual 
newspaper campaign designed to 
promote sales of individual GI 
mortgages direct to investors has 
been undertaken by First Mort- 
gage Co. here. 

The drive is aimed at providing 
mortgage money at the GI rate of 


| 


not 


4% —money now available 
from banks and other lending in- 
stitutions—and at providing funds 
for financing new buildings. 


@ Using space in Seattle dailies, 
the company’s copy in a typical ad 
reads: “Let us show you how to 
make 342% interest on your sav- 
ings...We are putting forth spe- 
cial effort so you can invest in 
Veterans Administration insured 
loans, suitable for individuals or 
institutions, and approved for in- 
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surance company and bank invest- 
ments.” 


e Under GI loans, the veteran pays 
4% interest. On the mortgages of- 
fered for sale in the campaign, 
First Mortgage receives one-half 
of 1%for servicing the mortgage; 
every six months it sends an in- 
terest check to the mortgage hold- 
er. 

First Mortgage Co.’s account is 
handled by H. J. McGrath & As- 
sociates here. 


“It’s easy, dad— 


Mitestones in American family life are 
often measured in tenms of new household 
possessions which bring greater pleasure 
or convenience to every member. A movie 
projector, for example, helps make ties 
closer over the years as the whole family 
relives happy times together. 


Today the successful operation of every 
type of mechanical equipment is made 
easier, surer through the invaluable service 
rendered by concise, ingeniously illustrated 


instruction aids. 


Whether your product calls for a simple 
folder, catalog or comprehensive techni- 
cal manual, you will find Oxford Papers 
the ideal choice for the most effective pre. 
sentation either in black-and-white or in 
color. Find out for yourself how Oxford 


Papers can help build sales. 


the book shows how!” 


OXFORD PAPER COMPANY 
230 Park Avenue, New York 17,41 


ee eee ee Vee kD ae 


— 


XFORD PAPERS 
Help Build Sales 


OXFORD MIAMI PAPER COMPANY 
35 East Wacker Drive, Chicage 1, 11. 


Mills at Rumford, Maine, cnd West Carrollton, Ohio 
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Drug Dollar Volume 
Gains, Units Drop, 
Says ‘Drug Topics’ 


New York, July 31—Although 
1950 drug store volume was 3.4% 
above the 1946 volume, it actually 
was off 13.6% when the price fac- 
tor is removed by calculating 1950 
sales in terms of 1946 dollars, ac- 
cording to Drug Topics 

In its exhaustive annual study 
of “What the Public Spent for All 
Products Sold in Drug Stores,” 
scheduled for publication in this 
week's issue of Drug Topics, the 
publication tabulates more than 
200 products. The 20-odd tables 
prepared as part of the study are 
accompanied by an exhaustive an- 
alysis of trends during the past 
three vears 

While the unit or “tonnage” sales 
of drug stores were off 13.6% in 
1950, compared with 1946, unit 
sales of all non-durable goods out- 
lets were up 2.4%. 


e According to the latest Drug 
Topics report, prepared by Dan 
Rennick, editorial director of Drug 
Topics and Drug Trade News, the 
fountain, candy, liquor and tobacco 
departments accounted for only 
33.06% of total drug store sales 
last year, compared wiih their 
share of 38.68% in 1946. 

Health goods departments, in the 


Same period, increased from 
44.83% of total store sales in 1946 
te 50.34% last year. The health 


gOods departments include the pre- 
s@ription department, baby depart- 
Ment, packaged medicines, shav- 
ifg sections, etc 

While druggists were increasing 
hé@alth indicated, 
h@wever, non-druggists increased 
their volume on health goods by 
ll $156,000,000—an increase in 
stich sales almost three times larg- 


goods sales as 


ef than the druggists’ own in- 
ereise 
@ “This increase,” Drug Topics 


réports, “represents the largest dol- 
lar gain shown by non-drug out- 
lets in all nine of the years dur- 
img which Drug Topics has con- 
ducted studies of the health goods 
mirket.” 

The study points out that drug 
stores in recent years have been 
faced with intensified competition 
ffom department stores, canvas- 
sers. variety stores, supermarkets, 
hOspitals and other types of retail 
establishments 

At the same time, the druggists 
have devoted increasing attention 
to their own professional opera- 
tions, with the result that all of 
the health goods departments have 
benefited 


But while the druggists in- 
creased their health goods busi- 
ness, “non-druggists picked up 


more extra dollars in each of the 
last three years than were picked 
up by the druggists!” 


Pressure Cooker on CBS-TV 

National Pressure Cooker Co., 
Eau Claire, Wis., has signed for 
twice-weekly participations on 
“Homemaker’s Exchange” over 21 
CBS-TV stations. George R. Nel- 
son Inc., Schenectady, has been 
named to handle video for the com- 
pany’s Presto line of pressure 
cookers, steam irons and Dixie 
deep fryers 


¢or - 


your 
BINDERY 


CHICAGO 16 
5.3224 


_BINDERY CO. 


Burkhardt Brewing Names 2 


Burkhardt Brewing Co., Akron, 
has named Robert B. Chorpening, 
formerly head of the company’s 
branches in Lima, Mansfield and 
Springfield, as sales manager. 
David S. Esbenshade, for several 
years Akron district sales mana- 
ger, has been named assistant 


| sales manager. 


Schenley Appoints Stricker 

Sidney Stricker, formerly Ken- 
tucky manager of Melrose Dis- 
tillers Inc., has been named assist- 
ant to S. D. Hesse, advertising di- 
rector of Schenley Distillers Inc., 
New York. 


Gerber Steps Up 
Baby Food Drive; 
Adds Kate Smith 


FREMONT, MicH., Aug. 2—Sep- 


tember will mark the start of Ger- | 


ber Baby Food Co.’s stepped up 
advertising drive. 

Starting Sept. 12, the company 
will sponsor the last quarter-hour 
of the Wednesday afternoon Kate 
Smith telecast over NBC. 


In October the magazine ad- 


vertising begins, with color copy | 


in Life and Look and a b&w sched- 


ule in 23 women’s service maga- 
zines, baby books and romance 
magazines. Supplementing this will 
be Gerber’s regular newspaper 
“Bringing-Up Baby” columns, now 
running in 21 cities and to be ex- 
tended to others before October. 
Top product billing will go to rice 
cereal but other Gerber products 
will not be neglected. 

Salesmen have been equipped 
with a wealth of point of purchase 
material, including overwire hang- 
ers, illustrated price cards and a 
special selection indicator. 

Federal Advertising Agency 
services this account. 
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WAGA Names Ad Execs 

Consolidating the station’s radio 
and TV operations, WAGA (AM, 
FM, TV), Atlanta, has named 
Claude Frazier national advertis- 
ing manager and John W. Collins 
Jr. advertising manager for local 
sales. Formerly Mr. Frazier di- 
rected sales for WAGA and Mr. 
Collins for WAGA-TV. 


Kerlow Steel to Art-Copy 

Kerlow Steel Flooring Co., Jer- 
sey City manufacturer of steel 
bridges and industria] floors, has 
appointed Art-Copy Advertising 
Agency, Newark, to handle its 
advertising. Industrial media will 
be used. 


And now the HPL is in 


August 6: Columbia’s friendly voice in Boston, WEEI, today became the 
eleventh major-market station to broadcast locally radio’s most sales- 
effective participating program, The Housewives’ Protective League. 


Now WEEI (which has held the largest average share of the Boston audience 


every month since September 1949) carries The Housewives’ Protective League 


programs throughout a market of 921.410 New England radio families... where 


retail sales soared last year to $3.278.679.000! 


Now you can buy the HPL on eleven big stations—or on any one or any com- 


bination of them. Together they deliver 15.328.280 radio homes (36.6'; of the 


nation’s total) and $54.27 


-791.000 in retail sales (38.7', of the nation’s total). 


Discover for yourself why more than 200 of the country’s leading advertisers 


have used the HPL during the past year... and why they have named it “the 


most sales-effective participating program...anywhere!” For more informa- 


tion about the HPL on WEELI or any of the other stations, call any of the 


stations. their national representatives or... 


“The program that sponsors the product” 


THE HOUSEWIVES’ PROTECTIVE LEAGUE 


485 MADISON AVE, N.Y.— COLUMBIA SQUARE, HOLLYWOOD 
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Limestone Names Fader Co. 
ee Products Corp., New- 


ton, N. J., has appointed Franklin 
| Fader Co., Newark, as agency 
i and marketing counsel for its 

Limecrest poultry and animal 

products. The agency recently 
{ named Frank G. Pickell director 
| of services. 


Shampaine to Westheimer 

Shampaine Co. St. Louis, 
world’s largest maker of hydraulic 
surgical tables and operating room 
furniture, has appointed West- 
heimer & Block to handle its ac- 
count, effective in October. Busi- 
ness papers will be used. 


‘Theaters Say TV Can’‘t Do More Damage: 


4 Movie Makers Won't Make TV Films 


HoLiywoop, July 31—Television 
has already achieved its maximum 
impact on the theater box office, 
and will make no further inroads 
in the future, it was generally 
agreed at the meeting of producers 
and exhibitors here last week un- 
der the banner of the Council of 
Motion Picture Organizations. 

During the meeting, executives 
from Paramount, Columbia, RKO 
and Disney said their studios 


would not sell pictures for tele-! 


vision use. 

Exhibitors took the position that 
they do not fear competition from 
TV showings of old films or films 
made expressly for TV, but are op- 
posed to release of current theater 
motion pictures to television. 

Some concern was expressed 
that television burns up person- 
alities in a comparatively short 
time. On this basis, signing of 
“popular” television stars was 
viewed as perhaps inadvisable. 


Some exhibitors said the theater 
draw of Hopalong Casssidy and 
Gene Autry has dropped consider- 
ably since these stars have been 
showing regularly on TV. 


Erie Sales Execs Elect Tubb 


George Tubb of Lord Mfg. Co. 
has been elected president of the 
newly formed Sales Executives 
Club of Erie, Pa. Other officers 
are: Adrian Comper, American 
Sterilizer Co., Ist v.p.; Frank D 
McCarthy, *Pennsylvania Tele- 
phone Co., 2nd v.p.; Harold H. 
George, Perry Plastics, secretary, 
and A. J. Hartleb, Union Bank, 
treasurer. 
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AMONG THE FOOO ADVERTISERS 
WHO USED THE HPL DURING 1950: 


A-| Mustard 

Arnold Bakers, Inc. 
Atlas Meat Company 
Baconetts Co. 

Barq's Beverages 

Bib Orange Juice 

Birds Eye 

Biue Bonnet Margarine 
Bond Bread 


Booth Fisheries Frozen Foods 
The Borden Company 
Brentwood Eggs 

Briggs & Co. Frankfurters 
Brook Hill Farms 

California Fruit Ade Bases 
Canada Dry Spur 

Capitol Frito Co. Corn Chips 


Centennial Flour 

Central ice Cream 

Cliquot Club 

Davidson Bakeries 

Dining Car Coffee 

Dixie Fry 

Donald Duck Frozen Orange Juice 
Dreyer's Grand ice Creams 
Duff's Mixes 

Dulany Frozen Foods 
Durkee 

Early California Olives 
Embassy Dairy 

Flako Products Corp. 


Fleischmann’s Yeast 
Florida Citrus 
Fritos and Chee-tos 
Funsten Pecans 

G. Washington Coffee 
Gibbs & Company 
Gold Seal Bleach 
Gordon Baking Co. 
1. J. Grass Noodle Co., 
Guthrie Biscuit Co. 
H-O Oats 

Haase Co. Olives 
Habitant Soup 
Helimann’s Mayonnaise 
Hi-Life Dog Food 

Hi Power Meat Balls 
Holland Mills Mustard 
Home-Style Frozen Waffies 
Hoyt Brothers Pie Mixes 
Instantwhip 

Jekyll Isiand Shrimp 
Jeike’s Good Luck Margarine 
Juice Industries 

Kitchen Bouquet 

Kosto Pudding 

Krey Packing Co. Ham 

La Choy 

Libby, McNeill & Libby 
Lydia Grey 

MacFarlane Candy 
Majestic Mayonnaise 
Meadow Gold ice Cream 
Michigan Mushrooms 
Miller Milling Co. Cake Mix 
Mrs. Stevens Candies 
My-T-Fine Puddings 
Nabisco Crackers 
Nu-Maid Margarine 

Nucoa 

Nutt Brothers Cookies 

Olid Manse Syrup 
Ottenberg’s Bakers 

Pal Orangeade 

Peitons Spudnuts 

Pepsi Cola 

Pevety Dairy Products 
Philadelphia Dairy Products 
Pictsweet Frozen Foods 
Pillsbury Mills Mixes 
Pine-Sol 

Q-T Frosting 

Quaker Sugar 

Reddi-Wip 

Rock Springs Beverages 
Royal Gelatin 

Sauce Arturo 

Seaside Lima Beans 
Skippy Peanut Butter 
Snow Crop 

Spry 

Strongheart Dog Food 
Teddy's Sea Food 

Tip-Top Bread 


Inc, 


United Fruit 
Washington Flour 
Wheatena 

White Star Tuna 
Wonder Bread 
Yuban Coffee 
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PORTLAND HEAD 
LIGHT, MAINE 


Construction of the Portland Head 
Light, patriarch of all lighthouses @n 
was begun in 1787 
under the supervision of the C 


the Maine coast, 


monwealth of Massachusetts, of 
which Maine 
original oil-burning lantern went ato 
operation in 1791 when a lighthouse 
keeper was appointed by official ao 
tice from George Washington him- 
selt. The present light, 101 teet a 


was then a part 


high water, was insialled in 1885 


when the most recent revisions ot 
tower were made . 

For over 150 continuous years this 
white tower that stands staunchly 
against its background of blue Maine 
sky and breaking waters has per- 
formed its nightly service of guid- 
ance 

It is Jahn and Ollier's privilege to 
service the needs of leading printers 
and advertisers with letterpress and 
offset reproductions that have the de- 
pendable quality which inspires gen- 
uine confidence 


OLLIER 


ENGRAVING COMPANY 


817 WEST WASHINGTON BOULEVARD 
CHICAGO 7, ILLINOIS 


Call MOnroe 6-7080 
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Grant Agency Consolidates 

Grant Advertising has moved 
its New York office and interna- 
tional division into a new office 
building at 655 Madison Ave., 
where they occupy the entire 19th 
floor 


Orr Agency Names Cushman 

Harvey Cushman, previously an 
art director, has been named 
ministrative head of the art de- 
partment at Robert W. Orr & As- 
sociates, New York 


Heinrich Makes 2 A.E.s V.P.s 

Richard A. Hall and Alvin R. 
Haerr, account executives of Don 
Heinrich Advertising Agency, 
Peoria, Ill., have been appointed 
V. ps. 


| aimed 


ad-| 


Cunningham & Walsh Tells New Employes 
All About Their Jobs in Spritely Booklet 


New York, Aug. 1—New em- 
ployes at Cunningham & Walsh 
get a welcome handshake ll 


around—and a copy of a booklet 
at orienting them before 
the end of the first day. 

The engaging booklet “tries to 
reflect the C&W attitude on every- 
thing from how to get paid to 
the way the ads are made.” The 
orientation lesson is rendered 
painless by the uncluttered prose 
of copy chief George 
humorous drawings by former 
Disney artist Eric Gurney, layout 
by Howard Wilcox and typography 


The Unusual Pulling Power of The 
Elks Magazine Now Prompts 


' FAMILY SHOPPER 


A New Service to 
Mail Order Advertisers, 
Beginning September 


More than 1,000,000 Elk families are known to experienced mail order 
advertisers as ready buyers of items for men, women and children. 


Year after year The Elks Magazine produces. 


Flanagan, | 


by Ed George 

The booklet tells “About Your- 
self in Your New Job” (pay, bo- 
nuses, working hours, vacations), 
“Where Things Are—Things You 
Ought to Know About” (“If your 
venetian blind breaks...or some- 
body steals your desk. ..call Miss 
Bisso, Ext. 307”), and “About the 
Agency You Work For” (history 
and departmental setup). 


a One inflexible C&W attitude, 
the booklet makes it clear, covers | 
ideas for advertising brought in, 
sent in by mail or given to em- 
ployes by friends or acquaintances | 
outside the agency. j 

“To protect ourselves from legal | 
liability (and the law can get pret- | 
ty tough about these things), we | 
have a standing rule that we will 
NOT look at or listen to any such | 
ideas.” | 

Closing out the booklet is a sec- | 
tion titled, “The Spirit of the 
Agency.” It says, in part: 

“.. dn quality of work, Cunning- | 
ham & Walsh stands at the top of 
the business. Among its clients, 
the representatives of C&W have | 
the reputation of being ‘fine peo-| 
ple’... .throughout the agency busi- | 
ness, C&W is known as ‘a swell | 
place to work’.. .among creative | 
people, it is called an ‘idea agency’ 


Any questions? Let’s get to 
work, 


Argus Camera Account Leaves 


The old-timers club got a new recruit last week, when W. 
(Bill) Wiemers, v. p. in charge of the western division of Farm 
Journal, celebrated the completion of 25 years with that paper, all 
of it in the Chicago office. Before joining Farm Journal, Bill spent 
five years with Erwin, Wasey... 

Ten new members joined the Chicago chapter of the Young Pres- 
idents Club a few weeks ago at a luncheon presided over by George 
E. Victor (33), president of Victor Gasket & Mfg. Co. They are: 
William Howlett (34), Nesco Inc.; Milton Felmar (38), Excello 
Press; Eugene V. Frankel (31), Chefford Master Mfg. Co.; Myron 
Goldsmith (41), Lag Drug Co.; William MacDonald (42—an oldster), 
Mid-States Corp.; John A. Patton (39), John A. Patton Manage- 
ment Engineers; Bernard B. Shinderman (33), Shinderman Man- 
agement; Lyle M. Spencer (39), Science Research Associates; Wil- 
liam E. Waddington (34), American Roof Truss Co.; and Fred C. 
Wacker (32), Ammco Tools. . . 


Now mail order advertisers in The Elks Magazine will have a featured 
shopping guide, with merchandise photos and description of selected 
n@éwsworthy products. At no advance over its regular card rate of $5.00 


Fletcher Richards for Y&R 
Young & Rubicam picked up the 
Argus Inc. camera account from 


per line. 


October issue closes September Ist. For full details, write to 


Elks Family Shopper 
: 104 East 40th Street 
: New York 16, N.Y. 


THE 


MAGAZINE 


New York + Chicago + Los Angeles + Detroit - Seattle 


4 materials should you use 
for R.0.P.* Color?” 


a. Cold mold mats? 
b. Baked mats? 


We got the answers from 
1556 daily newspapers — 


*Run-of-paper 


Lake Shore 


ELECTROTYPE CO. 
1224 W. VAN BUREN ST. CHICAGO 7, ILL 


GET YOUR 
FREE COPY 


c. Plastic plates ? 


d. Electros? 


eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 
NEW YORK . Reilly Electrotype Div : 
DETROIT + Michigan Electrotype & Stereotype Div ~ 
LOS ANGELES + Reilly Plostictype Div 1 
SAN FRANCISCO + American Electrotype Div : 
INDIANAPOLIS + Advance Independent Electrotype Div. > 
: ELKHART + Advance Independent Electrotype Div : 
- NEW HAVEN + New Hoven Electrotype Div. . 

. 


Fletcher D. Richards Inc. last 
week. 

Expanded ad plans required “the 
advantages of broad _ counsel 
available through Young & Rubi- 
cam,” explained Robert E. Lewis, 
Argus president and former con-| 
troller of Batten, Barton, Durstine | 


|& Osborn. The Ann Arbor, Mich., 


| company will be serviced by Y&R’s 


Detroit office. 


Chicago and Miami Report 
TV Set Installations 

Electric Assn., Chicago, reports 
937,965 television receivers in- 
stalled in the Chicago area as of 
June 30, an increase of 7,566 sets 
during June. The increase during 
the past 12 months is 401,070, the 
association reports. 

The number of sets installed in 
the Miami area as of Aug. 1 was 
78,200, according to Station WTUJ 
there. Figures are based on con- 


tinuing distributor and dealer 

surveys in its area. 

Bruce Plans Fall Drive 
Two-color ads in Parade and 


This Week Magazine and insertions 
in 86 newspapers in 73 cities are 
the backbone of the fall campaign 
for Bruce floor cleaner, cleaning 
wax and Doozit applicator. Also 
on the schedule of E. L. Bruce Co., 
Memphis, are two-color pages and 
half-pages in McCall's and Wo- 
man’s Home Companion. 

TV participations are being 
bought in 11 cities and trade ad- 
vertising will appear in five pub- 
lications. Christiansen Advertising 
Agency, Chicago, handles the ac- 
count, 


To See Electronic Color TV 
Philadelphia viewers can see a 
demonstration of  all-electronic 
color TV over Station WPTZ, Aug 
9 from 9 to 10:30 a.m. Sponsored 
by Philco Corp., the first commer- 
cial all-electronic colorcast can be 
received on b&w sets. Other tests 


will follow later this fall under 
a 90-day experimental license 
granted WPTZ by the Federal 


Communications Commission. 


McCann-Erickson Adds Breen 

William J. Breen, who resigned 
as contact supervisor of Sherman 
& Marquette, (AA, July 23) has 
joined the New York staff of Mc- 
Cann-Erickson. He will work in 
the service division of the agency 
in an executive capacity. 


RECORD CATCH-—A total of 151 fish were caught over a recent weekend at Lake 

St. Francis, Que., by (left to right): Victor Keppler, photographic illustrator; Tom 

Lightner, advertising manager, Fostoria Glass Co.; Bill Sheldon, chief art director 

of Ted Bates Inc.; and Frank Otte, v.p. of Fuller & Smith & Ross. Keppler’s dog 
Rex takes part of the credit. 


In Portland, Ore., H. Richard Seller, member of the firm of Don 
Allen & Associates, and Mrs. Seller are parents of their first son, 
Richard Anderson Seller. Dick announced the arrival as “a second 
customer for our built-in baby sitter, 16-year-old daughter, 
Carla.” There is a three-year-old daughter, as well.. . 

Ralph Bing and Gertrude 
Hass are celebrating the fifth 
anniversary of their Cleve- 
‘ land agency, Bing & Hass. 
, Ralph had been out of the 
Army only a short time and 
his partner had done adver- 
tising art for Cleveland de- 
partment stores when they 
started the business. . . 
> Tony Whan, president of 
Pacific Indoor Advertising, 
has presented a Tony Whan 
Salesmanship Award to East 
Los Angeles Junior College. 
A perpetual trophy, on which 
the name of each year’s win- 
ner will be engraved, is to 
remain at the school, and an 
individual trophy and U. S. 
savings bonds will be pre- 
sented annually to the win- 
ner. Selection of the winner 
will be made each June by a 
committee of faculty mem- 
bers and the presidents of 
the Sales Executives Club 
and Los Angeles Adclub. . . 

John W. Harper, Mutual 
Broadcasting salesman in Chicago, who was recalled to active duty 
in the Marine Corps several months ago, is now fighting in Korea. 
He’s a Ist lieutenant. ..John B. Long, general manager of the 
California Newspaper Publishers Assn., went back to his alma mater, 
Denison University, Granville, O., to attend Alumni Day ceremonies 
and receive an alumni citation “in recognition of outstanding achiev- 
ments and services reflecting honor upon the university.”. . . 

On his 60th birthday, friends of Joseph Jacobs, of Joseph Jacobs 
Advertising and Merchandising, presented him with a plaque, as 
“an expression of gratitude for his distinguished service to the food 
industry”. .. Agency President James Thomas Chirurg has been ap- 
pointed to serve on the committee on advertising of the U. S. Cham- 
ber of Commerce. . . 


TARPON—Julius F. Seebach Jr., v.p. of 
WOR, New York, stands beside this 72‘ Ib. 
catch which he landed off the Gulf of 
Mexico during a recent Florida vacation. 


It isn’t always safe for a busy adgal to take a rest, as Anne Gas- 
pard, copy group head at JWT, Chicago, can testify. Worn out with 
the extracurricular activities of masterminding the Chicago Wom- 
en’s Adclub sound-slide film on advertising careers, Anne went 
down to Hot Springs, Ark., just to rest and sit, and within half an 
hour of her arrival had managed to mash and break a finger in 
a deck chair. She’s been learning to type with one hand since then. . . 
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A FAREWELL TO BLIND FLYING 


Homer had “flown blind” for a long time. 
His advertising program left him completely 
in the dark. Was The Journal the right paper 
for it? Did the right readers read The Journal? 
What percentage of them could buy his 
product? Where were they located? Then 
he wrote to The Journal’s Industry Census 
Bureau and came from behind his cloud of 
doubt! 


If YOU are “flying blind,” one postal card 
can bring you the answers to these important 
questions: How many readers are prospects 
for your products or services; what is their 
rating according to their ability to buy; what 
is the location of their home offices and 
field/plant buying points; which segments 
of the oi! and gas industry do they encompass; 
DO THEY READ OR WILL THEY READ YOUR 
ADVERTISEMENTS IN THE JOURNAL. 


% 


211 SOUTH CHEYENNE 


We believe this information is just as impor- 
tant to us as it is to you, and in order to keep 
this analysis accurate and up-to-date at all 
times, we have employed specially trained 
men who go into all phases of the industry 
and secure on-the-spot interviews with 
Journal readers. In order to extend our re- 
search farther into the field of readership, 
the service of Eastman Research Organization 


is also used. 


Why not satisfy yourself... write our Industry 
Census Bureau. We can give you a clear 
picture of the effectiveness of your advertise- 
ments in The Journal... at no cost to you. 
The Journal’s Industry Census Bureau was 
designed for your service to add to our cir- 
culation the all important “Next Dimension” 
which rates our readers in ratio to their ability 


to buy your product or services! 


Mow the, Otlelladuslry!" 
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N. Y. Typothetae 
Finally Disbands 


New York, July 31—The Typo- 
thetae of the City of New York, 
pioneer printing trade association 
in this city—which has been main- 
tained mainly for sentimental rea- 
sons through the last several dec- 
ades—last week wrote its official 
‘thirty” as it turned over its funds 
to the New York Employing Print- 
ers Assn 

At the annual meeting in April, 
officers of Typothetae decided not 
to re-register the state charter un- 
der a recently’ enacted state law 
and to turn over its monies to Em- 
ploying Printers, for use in contin- 
uing annual Typothetae educa- 
tional awards and for other pur- 
poses working for the betterment 
of the commercial printing indus- 
try in the metropolitan area 

For a number of years, one of 
the principal decisions made at the 
Typothetae annual meeting was to 
continue these awards to top-rank- 
ing students graduating from the 
association's educational courses 
With the transfer of funds to the 
association, the tradition will be 
continued in the name of Typo- 
thetae. 


a Forty-two members signed the 
roll book on March 21, 1865, when 
Typothetae was organized at a 
meeting in Dodsworth’s Hall, 806 
Boadway. Corydon A. Alvord was 
el@cted president. 

Peter Carpenter Baker, one of 
the original board members, gave 
the organization its unusual name. 
He learned from study of the in- 
dustry’s history and traditions that 
Emperor Frederic of Germany had 
applied the name “typothetae” to 
p#inters there in 1470 when he 
gfanted them a coat of arms. It is 
a Greek word which, freely trans- 
lated, means “placers of type.” 

Typotheiae claims one of the 
lamgest records of trade association 
Work among all American indus- 
tries in the U. S. When the group 
was formed, the U. S. had not yet 
b@gun its census of manufactures 
afid government statistics as to the 
sige of the printing industry in 
New York at that time are lacking 
At the 50th anniversary celebra- 
tin, however, it was stated that 
there were 203 “book and job” 
p¥inting plants in the city in 1865. 

When the three printing associ- 
ations in New York were merged 


A Splendid Gift .. . 
EVERSHARP 
Magnelic-eye 

DESK SET 


@ “Mognetic-Eye” 
pulls it firmly, 
gently into resting 
position. Can't slip 
—or fall! 

@ Exclusive floating 
point odjusts to 
ony writing 


@} Uses long, efficient Jet block 7 9 
Kimberly reload with 
cartridge. golden trim 


Premium Users Note! 
We can supply the above item in any 
quantity with your imprint or sales 
message on the base. Since new 20° 
tax takes effect Sept. 1, you should 
order at once. Send check or purchase 
order for sample. Comes in utiful 
gift box, and is really a beauty itself! 


HAUSMAN MFG. & SALES CO. 
(Not Inc.) 
3854 W. GRAND AVE. 
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in 1920, Typothetae did likewise, 
but because some printers had a 
soft spot in their hearts (believe 
it or not!) for the group, annual 
meetings were held up until this 
year when the final dissolution 
and transfer of funds was decided 
upon. 


Skelly Oil Appoints Gage 

R. L. Gage, for the past three 
years in charge of Skelgas adver- 
tising, has been named advertising 
production manager of Skelly Oil 
Co., Kansas City, Mo. 


Ashland Oil & Refining 
to Back Football on Radio 

Ashland Oil & Refining Co., 
Ashland, Ky., will present broad- 
cast accounts of the full football 
schedule of West Virginia Uni- 
versity this fall over a 21-station 
regional network. Home games 
will originate at Station WAJR, 
Morgantown, W. Va. 

Local dealers in all the cities 
covered will participate in the 
sponsorship of the 10-game series. 
Byer & Bowman, Columbus, is the 
agency for Ashland. 
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Continental Names Heaviside 

R. D. Heaviside, formerly metal 
division district sales manager in 
Boston for Continental Can Co., 
has been named products sales 
manager for’ non-processed food 
and meat cans. 


McGraw-Hill Lists Earnings 

| McGraw-Hill Publishing Corp., 
| for itself and subsidiaries, has re-| 
| ported consolidated net income 
| of $1,240,893, after all charges and 
taxes, for six months ended June 
! 30. 


Two Name Dunay Co. 

Sol Friedman & Sons, slip and 
gown manufacturer, and Seely 
Shoulder Pad Corp. have appointed 
Dunay Co., New York, as their 
agency. Local consumer and busi- 
ness publications, television and di- 
rect mail are scheduled. 


Richard Billies Named A. M. 


Richard T. Billies, formerly 
eastern representative for Liquor, 
has been named ad manager of 
Point-of-Purchase Merchandising, 
New York. 


Frankly, our 

circulation in 
Stickville: isn't: 
too good... 
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Five-Week Splurge in TV and Newspapers 
Will Help Move Florida Citrus Surplus 


LAKELAND, Fia., Aug. 2—The 
Florida Citrus Commission, which 
to date has limited its television 
activities to spot announcements 
and participation in women’s food 
programs, this week end will take 
a $100,000 step deeper into the TV 
business. 

Sponsoring the Doodles Weaver 
show on NBC for five weeks, be- 


ginning Saturday, the commission 
will test the power of TV adver- 
tising on one of its toughest prob- 
lems in years—a threatened sur- 
plus of canned and frozen citrus 
juices. 

The Weaver show represents 
about half the money which will 
be spent in a special shot-in-the- 
arm campaign designed to break 


the log-jam on the heavy inventory 
of processed orange and grapefruit 
juices. Two 1,000-line ads in 80 
papers in the nation’s 54 leading 
markets will run in August and 
early September at a cost of near- 
ly $100,000. This special TV-news- 
paper campaign backs up the na- 
tional magazine, merchandising 
and spot TV program already in 
operation, and is designed to hypo 
summer sales. 


es In recommending to the com- 


mission the $200,000 supplemental 
program prepared by J. Walter 
Thompson Co., O. C. Minton, ad- 
vertising committee chairman, said 
the five-week spansored TV show 
might be the beginning of bigger 
things in that line “if the experi- 
ment works well.” 

The commission expects to spend 
approximately $2,000,000 for con- 
sumer advertising in all media in 
promoting the 1951-52 citrus crop, 
which will begin moving in the 
fall. 
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In 


the City of Los Angeles... 


where more than 70% 
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Columbia Mills Fall Ads Set 


Columbia Mills Inc., world's 
largest maker of window shades, 
will launch a fall campaign with 
color pages and spreads in Amer- 
ican Home, Better Homes & Gar- 
dens and Woman's Home Com- 
panion, beginning in September. A 
complete merchandising package 
and ads in three business papers 
are also part of the program. J. 
Walter Thompson Co. is the agen- 
cy. 


NY Direct Mailers Elect 


Otto F. Meyer, direct mail man- 
ager of Dow Jones & Co., has been 
elected president of the Mail Ad- 
vertising Club of New York. Other 


officers elected are: Wilfred S. 
Rowe, ad manager of Neptune 


Storage and Neptune Furniture, 
v. p.; Sylvia J. Roberts, direct mail 
consultant, reelected secretary, and 
Allan Rock of Allan Rock Adver- 


| tising Agency, reelected treasurer. 


Form Bomar Lowrance Agency 

Bomar Lowrance, Frank Sims 
Jr. and E. R. Sledge have organ- 
ized a new Charlotte, N. C., agen- 
cy, Bomar Lowrance & Associates. 


oS 


... are an important part of 
RCA Victor's business! 

* ELECTRICAL 
TRANSCRIPTIONS 

of every description —from spot 
announcements to full-length> 
programs —are REC JORDED, 
PROCESSED, PRESSED 

in the country’s best-equipped 
studios and plants. 

Complete transcribed radio product§on 


and script-writing facilities 
are also available. 


7 


ML | 


Quality and Service 

.. are always assured at 
RCA Victor! 
LARGE or SMALL, your tran- 
scription order always gets the 
same careful attention ...the same 
world-famous engineering. With 
this, plus prompt HANDLING & 
DELIVERY, your ET can’t miss... 


RCA 
Victor 


Contact a Custom Record Studio 
today at Dept. 8-G in 
New York, Chicago or Hollywood 


Custom 
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Ludgin Adds Williams, Hood 


Helen Williams, formerly with 
LeValley Inc., has joined the cre- 
ative staff of Earle Ludgin & Co., 


Chicago. Newly added to the 
agency's TV production staff is 
Martha Hood, formerly of Fran- 


cisco Films. 


Finical Joins Penn. Rubber 

Paul E. Finical has joined the 
ad department of Pennsylvania 
Rubber Co.. Mansfield, O., to 
work on sales promotion. 


Money in Dixie 
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THE SOUTH IS GOING MODERN 
with a bang! The wise boys are push- 
ing blue chips into this market, and 
cashing in. SOUTHERN FARMER 
reaches the ‘‘cream of the crop”’ in 
the Southland at a lower cost-per- 
thousand than any other farm publi- 
cation. Get the facts and figures today. 
They're exciting if you're looking for 
ad-action. Send your letterhead. 


SOUTHERN FARMER 
737 N. Michigan Ave., Chicago 11, Ill. 


Adman‘s Low Sodium Meats Will Help 
People with High Blood Pressure 


New York, July 31—Dietetically 
speaking, there’s good news today 
for victims of high blood pressure, 
coronary ailments and other con- 
ditions—as well as for those who 
voluntarily restrict their salt in- 
take as a means of slimming the 
figure. 

People on low sodium diets have 
looked longingly until now at all 
those succulent meat dishes avail- 
able to their more fortunate fel- 
lows. Meat was not for them. Med- 
icos said no because of the high 
salt content. 

Now comes Hilsom Corp. with 
a line of low sodium meats: chili 
con carne, beef & gravy, beef hash, 
meat sauce and beef stew—all in- 
tended to enliven medically pre- 
scribed, salt-restricted diets. In 
addition to these, four poultry 
items will be added to the line in 
early fall. 


The meats are packed by Ar- 
mour & Co., Chicago, but all sales 
operations will be handled by 
Hilsom—a company headed by 
adman Peter Hilton, president of 
Hilton & Riggio, and Richard 
Somers, a research chemist. Hil- 
som will distribute, advertise, pro- 
mote and handle sales merchan- 
dising of the meats. 

Hilton & Riggio will handle the 
advertising. Although Mr. Hilton 
has an equity in Hilsom, the agen- 
cy plans to treat it on the same 
basis as any other account in the 
shop. 

“The meats are different from 
other new products we've intro- 
duced,” said Mr. Hilton. “People 
will buy the low sodium meats 
because they need them to provide 
relief and variety from otherwise 
too-bland diets. We see no need 
to ballyhoo the product. 


“We expect big sales to hospitals 
and institutions, and to grocery 
chains, self-service outlets and de- 
partment stores. Mail order will 
also be handled.” 


a Mr. Hilton said about $120,000 
will be spent on all types of pro- 
motion during the next 12 months. 
He anticipates the meats will gross 
about $8,000,000 or $9,000,000 
within two years. 

Here's the way Mr. Hilton out- 
lined the project for the next year: 

1. The product will be intro- 
duced to physicians and dietitians 
“because these are the ones con- 
sumers will turn to in order to 
learn if they may eat Hilsom 
meats.” Physicians and dietitians 
will be reached via ads in medical 
and dietetic journals, exhibits and 
direct mail. Special booklets and 
pamphlets will be sent to these 
people for distribution to their 
patients. 

2. A national brokerage organ- 
ization is to be set up. Hilsom has 
already arranged with 52 brokers 
covering 200 cities from coast to 


TOLD IN 
PICTURES 
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Dow Chemical of Canada, 


The Index of American Design is 
the largest and most nearly compre- 
hensive collection of its kind in the 
world, It is a story, told in pictures, 
of articles of daily use and adornment 
in this country from early colonial 
times to the close of the nineteenth 


The faithful and accurate reproduc- 
378 beautiful pictures 
(everything from cigar store Indians 
to old-fashioned party dresses) in this 
book, published by the MacMillan 
Company, demanded the use of a 
superior stock— paper, coated with 
512K, A DOW LATEX, was used, 


In four-color reproductions the pro- 
cess colors dry thoroughly into the 
surface, becoming an actual part of it 
—with the result that none of the tone 
values are lost. The high degree of 
ink receptivity permits each half-tone 
dot to print cleanly and sharply, 
capturing every delicate detail of the 
illustration, Yes, for exceptionally 
accurate reproductions, higher gloss 
and unusually fine Hlexibility you can 
not surpass stock coated with 512K, 
A DOW LATEX, 


If you have a “story” to be told in 
pictures that demands that “finishing 
touch” specify paper coated with 


LATEX, 


Plastics Division — Coatings Section 
Dept. PL-164 


THE DOW CHEMICAL COMPANY 
MIDLAND, MICHIGAN 
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——— . how acaldalble— 


For Salt Restricted Diets 


Salt restricted diets need no longer 
be mestiess biand and monotonous 


LOW SODIUM MEATS 
pacers or [ sewoun 


ANNCUNCING—Dietetic and hospital 
publications carry this ad, which 
points out that new meats “are particu- 
larly suited for inclusion in strict, medi 
cally-prescribed low sodium diets because 
they are easy to serve, add variety and 
eye appeal to the diet, provide meat 
which is high in all-important proteins 
ond each serving is precisely evaluated 
in sodium content.’ 


coast. “By midsummer the product 
will be available in practically 
every major market in the U.S.” 


e 3. Retail distribution—a backlog 
of the product has been in produc- 


| tion at Armour since June 11. Sup- 


plies have already been shipped 
to local warehouses in each brok- 
er’s area, and are now in retail 
distribution. 

This phase is being accompanied 
by advertising in grocery and in- 
stitutional publications. “A liberal 
cooperative advertising program 
has been cleared with A&P and 
other chains,” said Mr. Hilton. “A 
publicity program has also been 
planned to run in consumer, ethi- 
cal and business media.” 

4. Consumer advertising—the 
bulk of this drive won't start un- 
til late summer when retail dis- 
tribution has reached sufficient 
volume to warrant it. While the 
details have yet to be worked out, 
ads will emphasize that Hilsom 
meats represent one of the most 
significant dietetic developments 
of recent vears 


e “We will stress the advantages 
of salt-free meats for people on 
diets and will point out the de- 
sirability of diets made attractive 
by the addition of meat.” 

Mr. Hilton said the retail prices 
of the five Hilsom meats would 
range from 29¢ to 59¢, depending 
on the meat content. All five items 
will be packed in 5'2:-ounce cans 


—enough for a serving for one 
person. All meats will be pre- 
cooked and ready to heat and 
serve. 


The process for extracting sodi- 
um from meats does not noticeably 
affect their taste, according to Mr 
Hilton. Perfection of the product 
was achieved by Armour & Co 
The Chicago packer’s laboratories 
succeeded in removing as much as 
95% of the sodium chloride from 
meat while leaving its nutritive 
value unaffected. Mr. Hilton said 
that the Armour crew that per- 
fected ACTH was responsible for 
low sodium meats 


Schlorer’'s Appoints Lavenson 
Mrs. Schlorer’s Inc., Philadel- 
phia producer of mayonnaise and 
pickle products, has appointed 
Lavenson Bureau of Advertising 
as advertising, merchandising and 
sales promotion counsel. Newspa- 
pers, radio, television, outdoor and 
trade publications will be used 


‘Tomorrow’ Suspends 


Tomorrow, published by Garrett 
Publications, New York, is sus- 
pending publication with the Au- 
gust issue. The magazine was ten 
years old. 
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Used right... Used wrong... 
a tremendous help Wow! 


YOUNG & RUBICAM, INC. aovertisinc 


New York Chicago Detroit San Francisco Hollywood Montreal [Toronto Mexico City London 
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nation’s department stores during ———————_—_ 
the week ended July 21, for ex- 
ample, were 22% below the vol- 
ume recorded in the same week 
last year 
Despite the decline from last 
year’s peak, it should be noted 


DEPARTMENT STORE 
“SALES INDEX - 


* 4996-99 EQUALS 100 


noms 


| 
Week of July 21, 51*..p236 | 
Week of July 22, '50*..302 + 
} Week of July 14, '51*. 239 
| Week of July 15, °50*265 / 
: Month of June, °51*..p284 
i } Month of June, °50*..280 > 
2 | pPreliminary 
a *Not adjusted seasonally 
mt ij usted ul ! 


yy that sales during the week ended 
~ gg July 21 this year were equal to = 


{ ) Sales in the same week of 1948— 
the previous record year—and 
Were almost 15% above the 1949 
tOta!l for the week 


B= ‘ Throughout the next two months, bd ° 
a the year-to-year comparisons com- I ) ‘ } | } } l 
ae f Billed by the Federal Reserve 
| 
- . 
f 
‘ 


Board will be significant only if 
eRamined in connection with the 
1948 and 1949 totals, since the 
are-buying boom continued 
ten the summer months last Or t ? 
yea: 
On the current tabulation, west- | 
@™@ districts reported the largest} 
déclines. The Kansas City district 


was off 32%; the San Francisco ° e 
afea reported a 31% decline; the | | mM 
Minneapolis district was down 30% O O 1 V _ 
afd in the Dallas area sales were 


me 86 off 29% 


ae Among the cities, the largest loss 


+ was the 46% decline reported by ° 
ie flood-stricken Kansas City. San 
— Antonio was down 41% and Los y 


e Angeles and Tulsa were off 35% 


Bess Only one market—the Lowell- 
_ Lawrence area—reported a gain 
sh (up 8% ) 
— ~ Change from "0 
Jan. Mo. yk.) 
Federal Reserve toe of July | 
District and City May June 21) 
UNITED STATES nl 2 —22) 
Boston District 6 —1 —116 
New Haven ll 2-6 eane_ ewe eee ee eee ee mee aS TS  -  — 
Boston 7 2 18 
Lowell-Lawrence 3 2 8 
Springfield 10 1 14 
Providence 10 4 20 


Chilton Publications 
| Are Leaders 
In Their Respective Fields 


WORKS FOR INDIVIDUALS. 
FIRMS. Organizations, Govern 
ments. No matter how light 
or heavy the coverage, or how 
large or smail the assignment 
we read practically all daily 
and over 6000 weekly English 
language newspapers. Let our 
65 years’ experience WORK 
FOR YOU 
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Trendex Will Add Nine Cities for Ratings 


New York, Aug. 2—Trendex 
Inc., which provides monthly na- 
tional TV ratings based on 20 live 
video cities, will add nine other 
checking cities to the list soon. 

They are Louisville, Des Moines, 
New Orleans, Kansas City, Omaha, 
San Francisco, Atlanta, Minneapo- 
lis-St. Paul and Los Angeles. Los 
Angeles, San Francisco and New 
Orleans will not be added until 


they get on the coaxial cable. 
Trendex, which uses the tele- 
phone coincidental rating system 
also will offer ratings on daytime 
network TV programs starting in 
September or October. Another 
new service to bow about the same 
date: Monthly indexes showing 
sets-in-use and share of audience 
for each of the stations in multi- 
station cities between 7 to 9 and 9 


to 11 p.m., EDT. ' 
There will be no change in sub- 
scription rates 


* Regina Polishers Drive Set 


Coincident with the introduction | 
of its twin-brush floor polisher, 
Regina Corp., Rahway, N. J., an- 
nounces the largest consumer 
campaign for its line of polishers. 
Color ads will appear in Ameri- 
can Home, Life, The Saturday 
Evening Post, This Week Magazine | 


and Woman's Day in September, 
and class and farm magazines will 
be used later in the fall. Newspa- 
per mats, stuffers, display cards 
and posters are available to deal- 
ers. Lewin, Williams & Saylor, 
New York, is the agency. 


Pownall Leaves Agency 

W. L. Pownall has ended his 
association with W. L. Pownall & 
Associates. John P. Baldwin, own- 
er of the Decatur, Ill., agency, is 
now in complete charge. 


MOTOR AGE is as up-to-the-minute as the automotive service 
industry itself . . . is unique among automotive publications in its 


progressiveness. 


From start to finish 


from 4-color front cover to final editorial page 
MOTOR AGE reflects progressive publishing at its best. No other automotive 
publication offers reader and advertiser so much! 


MOTOR AGE, the pace-setter, offers the automotive service industry the most 


complete and intensive editorial service. 
100°, for automotive servicemen. 
of reader 


study and survey 


exactly what they want. 


Its editorial content is undiluted 
And MOTOR AGE editors use constant 
interests to make sure their readers get just 


Special contributions to the improvement of automotive maintenance include 


the MOTOR AGE Flat Rate Manual .. 
the Service Manual of Interchangeable Parts . 
the valuable January A.S.1. 


Maps... 


. the Body and Frame Manual... 
Automotive Marketing 
Show issue of MOTOR AGE. And, 


newest of all, the Special Jobber Section, which began with the April 1951 
issue, that provides jobber executives with a clear, concise roundup of the news 
and trends in automotive wholesaling and the automotive service industry. 


All these MOTOR AGE advantages to readers add up to outstanding advan- 


tages to advertisers! 


They are largely responsible for MOTOR AGE having 


the highest subscription renewal percentage of any similar publication 


renewals in excess of 70 per cent. 


controlled~_paid 


And MOTOR AGE circulation is quality 


(ABC) circulation sold by full time, salaried circulation 


salesmen who sell nothing but MOTOR AGE and its Service Manuals. 


THE IRON AGE serves the richest divi- 
sion of the industrial field—the metal 
working industry. 


HARDWARE AGE, the leader in the 
field of hardware distribution. 


HARDWARE WORLD, providing blanket 
coverage of the retail and wholesale hard- 
ware trade in the eleven Western States. 


DEPARTMENT STORE ECONOMIST 
reaches more key department store people 
than any other business publication. 


BOOT AND SHOE RECORDER, 
the authoritative publication of the shoe 
business. 


CHILTON CO. 


Chestnut and 56th Streets, Philadelphia 39, Pa. 


(Ine. ) 


THE OPTICAL JOURNAL AND 
REVIEW OF OPTOMETRY, the out- 
standing publication serving the optometric 
profession and optical industry. 


THE JEWELERS’ CIRCULAR. 
KEYSTONE, the recognized leader and 
authority of the jewelry trade. 


AUTOMOTIVE INDUSTRIES, theauto- 
motive industrial news authority in auto- 
motive and aircraft manufacturing plants. 


MOTOR AGE covers all automotive 
service and maintenance problems, 


100 East 42nd Street, New York 17, N. Y. 


COMMERCIAL CAR JOURNAL 
provides the greatest coverage of any pub- 
lication serving the motor truck and bus 
fleet maintenance field, with the valuable 
plus of +,000 trade subscriptions. 


THE SPECTATOR 
LIFE INSURANCE IN ACTION, most 
quoted life insurance publication. 


THE SPECTATOR 

PROPERTY INSURANCE REVIEW, 
the magazine of influence among fire and 
casualty companies and their agents. 


DISTRIBUTION AGE, the magazine 
that integrates all phases of distribution. 
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dout kuow which | 
way to tutu 7 


Are you confused by endless 
details in production? 

Then let Pontiac set you right. 
Six unified services, photog- 
raphy, art, color process, 
photoengraving, electrotyping 
and ad setting—choose them 
all or one. We can help you fio 
matter which way you're 
going. Actually we've been 
doing it for busy production 
men for 40 years! Call or 


write us now! 


TYPOGRAPHY 


cern’ UNIFIED 
x ott™™® SERVICES 


Pontiac 


Engraving & 
Llectrotype Co. 


812 W. VAN BUREN STREET 
HA ymarket 1-1000 © Chicago 7, illinois 
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YOU CAN'T LICK 


Or Its Fabulously Rich Trade Territory Which 
Plays Such a Vital Part in the National Economy 


» 

\\ e have just been through a disastrous flood—a flood that 
will never happen again. For the great Missouri Valley means 
business. You can depend on that! 

This amazingly rich empire of which Kansas City is the 
capital is the home of wheat, cattle, hogs, oil, coal and natural 
gas, manufactured products of every sort—airplanes to flour to 
clothing. Our terminals which were flooded are the very cross- 
roads of America. From Kansas City we distribute to the great 
Southwest Empire and assemble its products for the East. We 
didn’t know how much the nation depended upon us until, for 
several days, we were blocked except for one railroad between 
St. Louis and Kansas City. When Kansas City’s terminals went 
under, the entire Southwest was paralyzed. The entire nation 
would have felt the blow if we hadn't dug out in a miraculous way. 

The forty days of rain are over. The sun is shining. We are 
digging out. We are having splendid cooperation from all govern- 
ment agencies who are out here to do a job. The wheat is beginning 
to roll in by the thousands of cars. Next will come the fall ship- 
ments of cattle, a half million or more. The stockyards will be 
ready. Our mammoth oil refineries are going again. The recovery 
in the few days since Black Friday the 13th has been almost a 
miracle. Lach day we print stories of factories reopening, railroads 
resuming, despite all the terrific losses. Folks are going back to 
regular jobs. The helpless are being fed and clothed. The problem 
of temporary then, permanent, housing is being tackled with vigor. 
We are going ahead bigger than ever because that's the unbeatable 
spirit of the West. 


The Kansas City Star met the test of the flood. Round the 
clock its two issues, The Star in the afternoon and The Times in 
the morning, kept the people accurately informed. It published 
pages and pages of news and pictures. The newspaper went 
through even when the United States mail didn’t. By truck, by 
boat and by airplane The Star reached its subscribers in the flooded 
regions. For days it was the only news of the outside world for 
many marooned towns. 


R onnine short of typhoid vaccine a Colby, Kas., hospital 
appealed to The Star to send a supply by its contract carrier. All 
other avenues of transportation had failed. The vaccine got 
through with the delivery of The Star next morning. 


Our radio station and our television station stayed on around 
the clock giving the news and serving the public. People sat in 
their homes at night and saw the flood by television. Commu- 
nities were evacuated by radio orders. Calls for emergency 
workers were broadcast by the paper, radio and television. There 
was no panic, morale remained high and there was small loss of 
life. We take no particular credit for doing this job because that’s 
what we are here for. We are a vital part of a vital community. 


GAINS IN ADVERTISING LINEAGE! 


Naturally we expected to take terrific losses in business yet 
The Kansas City Star during the month of July published 
3,226,595 lines of advertising. After the most disastrous flood 
in its history, and certainly in over a century in our territory, The 
Star actually gained 260,551 lines during the month. In 1950 
The Star (morning, evening and Sunday) carried a total of 
41,294,881 lines of paid advertising, the largest annual volume 
of advertising in the history of The Star. 

During the first seven months of 1951 The Star printed 
24,263,970 lines of advertising, a gain of 1,178,256 lines over the 
corresponding period last year. 

A large part of this gain was advertising of the most vital 
possible character: announcements of temporary locations for 
flooded firms; proffers of advice and technical aid in dealing with 
flood damage; notices instructing employees when and where to 
report for work and pay checks; announcements of special credit 
terms for flood victims; sales of equipment and supplies for clean- 
ing and restoration of Hood-damaged machinery and household 
appliances. 

It was information essential, in many instances, to continued 
operation—even survival—of thousands of households, business 
establishments and industrial plants. Only The Star, with its 
blanket coverage of the arez and its hard-hitting, emergency- 
tested system of distribution, could get it to ALL the people— 
IN TIME. Few newspapers in peacetime ever carried greater re- 
sponsibility; few have ever been subject of such complete reliance 
by an entire community and area. Again, as for the past seventy- 
five years, the people, in their fears, their perplexities, their hopes, 
turned to The Star. And The Star did not fail them. 

Our circulation was near a peak. In The Star's territory more 
than 5,000 homes were wiped out completely by the flood. That 
represents the peak of The Star's circulation loss. It will be back 
before you know it. It means nothing to a circulation of 363,127 
evening, 353,836 morning and 378,184 Sunday. It will be back 
as fast as the families are in homes because The Star and every 
home are synonymous in our territory. 


iw were many misconceptions about the flood. The losses 
in the industrial districts in the valleys were immense but more 
than 95 per cent of Kansas City, Missouri, its big downtown retail 
district, its residential districts, the most beautiful in the world, 
were untouched by the food. About the only inconvenience suf- 
fered by most of Kansas City, Missouri people was a temporary 
shortage of drinking water. Two of our great industrial districts 
were not touched at all. But losses were big when the flood waters 
poured over dikes in our Central Industrial District and over 
Argentine, Armourdale and Fairfax in our sister city of Kansas 
City, Kansas. Our fine cities out in Kansas—North Lawrence, 
North Topeka, Manhattan, Ottawa, Marion—were badly hurt. 
The comeback has been the most amazing thing ever known. 


ane . 7] f i 3 ier etd Sea ie 
e 
j 
| 
| 
+ | : 
| ee 
~ 
ie e ua 
A 3 
TF 
— F 
ti 
—— é 
<2 ’ 
“ig 
a 
J 
-- § p 
Se : 
ce ; 
aa : 
a | 
yi, ‘ ’ 
ze A j . 
& 
(ex 
Gi } 
. : 
wae : 
A 4 
§ 
d 
ee a 
% 
Pe , 


/KANSAS CITY! 


Pee SS 


WHY DID THE FLOOD COME? 


Don’t think we have been sitting oblivious to the danger of 
a flood for years. Not since 1903—48 years ago—have we had a 
major Kaw Valley-Missouri Valley flood. The granddaddy of 
them all was in 1844. Both Kansas Citys had built flood walls, not 
just above the 1903 flood levels but high enough to meet the flood 
of 1844 more than a century ago. No one ever thought that would 
be repeated. It was. With flood walls to handle any flow of water 
that has come down the Kaw for more than a century, it was 
natural we thought ourselves secure. But even the engineers never 
envisioned a combination of 40 days of rain over the entire 
water shed. 


It will never happen again. Even while the water poured 
over the supposedly impregnable dikes—which incidentally didn't 
break—our community leaders were meeting with just two pur- 
poses in mind: First, to take care of the needy; second, to see that 
such disasters should never happen again. Reservoirs on the up- 
stream water sheds would have lowered the flood crest as much 
as 7 feet. A program to build those reservoirs and to strengthen 
and heighten our dikes is already under way. It will be done. 
With one-third the money lost in this flood not only Kansas City 
but all of Kansas and Missouri could have been saved from this 
calamity. 


Our people out here put human needs first. Even before they 
began to think of permanent prevention, machinery was set in 
motion to take care of the thousands ruined by the flood. The 
great tragedy of it all was that it was the valley residents, the 
small home owners, the working people over in Armourdale, 
Argentine district, and North Topeka who lived down in the 
valleys near the plants who lost their all. These communities were 
in the lowlands as were several other cities in Kansas like Man- 
hattan and Ottawa. 


It has been a great American story. Everyone said that the 
small folks here who were the real sufferers from this disaster 
should come first. We heard and printed declarations by railroad 
presidents and industrialists: “Forget our huge losses now 
take care of the smali people who were first to lose their all.” 
Here in Kansas City the big contractors and the C. I. O. and 
A. F. L. formed overnight non-profit corporations to rush the 
cleanup, to get the plants reopened—no question of jurisdiction, 
overtime or anything. A great movement in the truly American 
way of self-help. You can't down a community with such spirit. 


O,.. stockyards here handle one and one-half million cattle, 
over one million sheep and three-quarters of a million hogs every 
vear. The big movement of cattle from the blue grass counties 
into Kansas City was about to start. Our elevators represent a 
62,897,000-bushel storage capacity. Kansas City is the world’s 
largest primary winter wheat market. The great wheat crop from 
which the nation gets its bread was just under way to Kansas City 


THE KANSAS CITY STAR 


Radio Station W DAF 


Flambeau Paper Company 


when the flood waters came. The failure of the railroads to run 
almost paralyzed normal markets. The first job, of course, was to 
rescue the homeless, get them food, shelter and clothes. The Red 
Cross has done a superb job of relief. Of course it couldn't handle 
all rehabilitation. Already we have had in Kansas City one of the 
biggest Hood meetings ever held in this nation to coordinate efforts 
of government, state and city down to the individual citizen. An 
overall citizens’ committee is working with the many government 
agencies that rushed to help the relief situation. 


Day by day factories are reopening. The problem of housing 
thousands of homeless persons already is beyond the planning 
stage. We are starting now on temporary housing for more than 
3,000 families. That will be a quickie job, difficult as it is. Within 
less than ten days after the great flood waters poured over 
Armourdale plans were not only drawn but agreed upon, financed 
and started for a permanent housing of the thousands of displaced 
persons. This housing contemplates complete eradication of what 
would have been a slum area and replacing it with adequate houses, 
churches, playgrounds and recreational areas that will constitute a 
model community. It has all been done in a few days. As soon as 
the blueprints are drawn contracts will be let. Government people 
have never seen the like of the self starter movement of our folks. 
They didn’t have to wait for plans. They were ready. 


The Santa Fe railroad, for example, in its firm belief the 
Hood problem will be met, has announced a new 4-million-dollar 
installation on the very spot which was covered by twenty feet of 
water. The giant 40-million-dollar flood-safe Ford plant in sub- 
urban Clay County, which will employ between 6,000 and 7,000 
workers, is being rushed to completion. Other industries are 
following suit. Kansas City has already been informed of another 
big project coming to the city, the plans for which are not yet 
completed but will be within a few days. This will mean five or 
six thousand new employees here. 


It all presages a bigger, greater Kansas City. While the 
bulwarks of democracy must be strengthened abroad, America 
must be kept strong at home. When you read of flood prevention 
appropriations, think in terms of bread and meat, machinery, air- 
planes, oil and clothing. The great industrial heart of a great 
industrial and agricultural empire is entitled to protection from 
flood, which in its way is as disastrous as war. We know America 
will provide it because it makes sense. 


The courage, the unbeatable spirit of the people out here 
have made us more proud than ever that The Star is serving such 
a community and trade territory. We are going ahead, bigger 


than ever. Just watch. 


PRESIDENT 


Television Station WDAEF-T 
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Intensify Industrial 
Information Program, 
S. D. Smoke Urges 


LA Crosse, Wis., July 31—In- 
tensification of industrial informa- 
tion programs by industrial com- 
panies is necessary to counteract 
the effects on the American peo- 


ple of a 20-year bombardment of 
ideas designed to undermine faith 
in the free enterprise system, 


Stephen D. Smoke, 
ploye publication 
Knowlton, New York agency, told 
the La Crosse Industrial Safety 
Council here today 

Recent studies, Mr. Smoke said, 
show that effective written com- 
ions carried on by com- 
panies consist of at least an em- 
ploye magazine, supervisory and 
employe newsletters, and a com- 
munity news ‘page. 

“Unless very small,” he said, 
“any company planning to do an 
effective job would find it neces- 
sary to publish these basic com- 
munications tools.” 


director of em- 
service, Hill & 


municat 


@ Regardless of the communica- 
tions a company uses, Mr. Smoke 
suggested, management should 


consider ten basic steps: 

“1. Acquaint employes with the 
company's policies and practices. 

“2. Clarify employe concepts on 
the company’s economics of opera- 
tions 

“3. Keep employes posted on 
Plants, products and processes so 
they have the feeling of belong- 


“4. Tell all you can about what 
the future holds in store for em- 
ployes 

"5. Deal quickly 
with special news 
they arise 

“6. Explain new plans in detail. 

“7. Dramatize company history. 

“8 Take credit for worth while 
athievements 

“9. Pay special attention to com- 
Munity activities 

“10. Humanize supervisory per- 
sennel.” 

Mr. Smoke, author of a recently 
p@blished booklet, “Your Guide 
to Written Communications,” em- 
pRasized that “all these communi- 
cations serve a specific purpose, 
afid not one of them can serve more 
than that single purpose effective- 
ly,” 


WHIM Buys WORC 

Station WORC, Worcester, Mass., 
has been purchased by Station 
WHIM, Providence, R.I., and will 
drop its ABC affiliation to operate 
as an independent along the lines 
of WHIM. The deal is subject to 
approval by the Federal Communi- 
cations Commission. 


and forcefully 
situations as 
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PHOTOS 
ta Quantities 
SELL BETTER! 


Sherp, clear, 
crisp! Prompt ; 
Delivery! : 

' 
+ Reoreasation | negatives 


4.38 
Beaitional \iscosh eubjeco) 


PHOTOMATIC CO. 


53-59 £. iilinels $t., Chicago 11, Iilineis 
Phone: WH itehall 4-2930 


Backs TV Science-Fiction 

Jacques Kreisler Mfg. Co., North 
Bergen, manufacturer of 
watchbands and jewelry, is spon- 
soring the “Tales of Tomorrow” 
science-fiction show over ABC- 
TV, Fridays, 8:30-9 p.m., CDT. 
Hirshon-Garfield, New York, is 
the agency. 


Hanlon to ‘American Legion’ 
Walter Hanlon, 


Nachman Names Dennis 
Charlotte Dennis has resigned as 
assistant radio and television di- 
rector of Lit Brothers, Philadel- 
phia, to head the newly created 
sales promotion department of L. 
Nachman & Sons, Philadelphia 
manufacturer of Swirl detergent. 


| Morris Joins R&R in Seattle 


T. J. Morris, formerly in the 


formerly with | San Francisco office of McCann- 


Macfadden Publications, has joined | Erickson, has been appointed copy 


the sales staff of The American 


Legion Magazine. 


director of the Seattle office of 


Ruthrauff & Ryan. 


Appoints Lohmeyer-Adleman 

Pure Drug & Chemical Corp., 
New York, has appointed Lohmey- 
er-Adelman, Philadelphia, to han- 
dle introductory advertising of its 
No-If. 


new athlete’s foot spray, 
A feature of the drive is the “Mrs. 
Philadelphia Contest” TV show 


Station WPTZ, Philadelphia, 
9: 30-10 p.m. 


over 
Fridays, 


Gene McMasters Named A. M. 
Gene McMasters, assistant ad- 
vertising manager of Denver 
Chemical Mfg. Co., has been pro- 
moted to advertising manager. 


Advertising Age, August 6, 1951 


NuTone Develops Heat-A-Lite 

NuTone Inc., Cincinnati, is plan- 
ning a campaign to introduce 
Heat-A-Lite. a combination elec- 
tric ceiling heater, overhead light 
and air circulator. Rand-Ries Ad- 
vertising is the agency. 


French Gets TDC Sales Post 
William B. French, formerly v. p. 
of Picture Recording Co., has 
joined Three Dimension Co., Chi- 
cago, aS manager of educational 
and industrial sales. He will help 
introduce TDC’s new filmstrip line. 


More women °0 out and buy 


than any other magazine in 


*3,750,000 average single-copy 
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Krylon’s Consumer 
Campaign Prepared 


PHILADELPHIA, July 31—Krylon 
Inc. in September will launch its 


most extensive advertising cam-,| 


paign and its first large-scale con- 
sumer campaign for Krylon auto- 
matic acrylic plastic spray. 

The campaign will include half- 
page, two-color ads in The Satur- 
day Evening Post Sept. 15 and Oct. 
13. Space also has been scheduled 


in Popular Mechanics and Pop- 
ular Science in September, in the 
October issue of Mechanix Illus- 
trated, and in the December Sci- 
ence & Mechanics. A trade publi- 
cation drive opened last spring 
(AA, Feb. 13). 

The entire campaign is being 
built around the slogan, “If you 
prize it, Krylon-ize it,” which is 
aimed at pointing up the protec- 
tive qualities of Krylon and its 
versatility. Krylon is sprayed on 
from an aerosol bomb and forms a 


thin film of transparent plastic. 

To support the magazine adver- 
tising, the company is furnishing 
dealers with explanatory folders 
for consumers, newspaper mats 
and a small counter display piece. 

Gray & Rogers here is handling 
the campaign 


Bozell & Jacobs Shifts Two 

R. H. Wensberg, executive v. p 
of Bozell & Jacobs, New York, has 
returned to Seattle to resume 


charge of the agency’s office there, 


which he organized in 1945. Vin- 
cent R. Fowler, v. p. in charge at 
Seattle, has returned to New York 
to become secretary-treasurer of 
the agency. 


Airline Names West-Marquis 
Pacific Northern Airlines, re- 
cently authorized to fly from Seat- 
tle and Portland to Juneau and 
Anchorage, has appointed West- 
Marquis, Seattle, to direct its ad- 
vertising. Newspaper, radio and 
outdoor in the Northwest, Pacific 
Coast consumer and national trade 
publications will be used. 


sales per issue...the world’s largest single-copy circulation 


on sale at all A&P Stores 


i) 


the purchasing power 
of 1,389,848 families! 


Don’t take our word for it. 
GET PROOF of sales results. 


And there's no time like the 


present... 
Only in the Our Sunday 
Register UNIT can 


you get this nation-wide au- 


\ isitor 


dience of select, larger-than- 
average families. They buy 
these established home week- 
lies. They enjoy them, they 
they buy 
faithfully. 


Steady, repeat sales are com 


depend on them 
from them 
mon convincing evidence of 
longer - than - average useful 
ness in their homes (and more 
so to the national advertisers) | 
Sales records of established 
and new advertisers cannot be 


ignored ... only envied! 


Get Proof! 


Send for the facts, without 
obligation. Your letter, wire 
or telephone will open the 
door to some mighty helpful 
facts and information to help 
this 


you sell profitably to 


growing family audience 


throughout the United States. 


1,389,848 


CIRCULATION 
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A fireman features his trade on top of his head. 
: You can spot a sailor’s white label a block off. 
4 A chef, a streetcar conductor, a baseball player... vou know 
. them by their bonnets. 
But how do you tell a businessman? 
Once upon a time, when capital was written with a cap “C”, its 
symbol was a high silk hat. Remember? It was the moneyed 
folk, the executive elite... a class market. 
wee Then Sinclair Lewis (who really loved him) called him 
4 


“Mr. Babbitt” and made him a human being . . . mass. 


We knew it all the time. We grew up with the guy... 
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Business is management. And management is men. 


Men with heads and hearts and a job. Like running an up and coming ser- 
vice station at 4th and Main. Like making policy in the board room of some 
progressive corporate giant. 


Men with common interests, headaches, family responsibilities, community 
obligations. By any measure, statistical or psychological ...a@ mass market. 


In purchasing power, it’s $500 BILLION BIG! In business establishments, 
it’s easily four million big. 


The ABC company operates a fleet of five hundred trucks, and you bet you 
want them for a customer. But fifty Mr. XYZ’s operate 10 trucks apiece 
.. and there’s no reason why you shouldn't sell them, too. 


In fact, there are at least a few million businessmen who operate 10 trucks or 
less in the U.S.A... .. and only when you start to eat into this big slice of the 
truck market do you begin to bite off a bigger net. 


This same sales logic holds for bookkeeping machines, building equipment, 
plant machinery, lubricating oil and most other things business wears out. 


And that is what Nation’s Business has for sale... mass coverage of busi- 
ness management ...in big business and small, big city and town, wherever 
business is being done. 


For Nation’s Business with its three-quarter of a million paid subscribers, 
covers more, so much more of the business market. Nearly twice as much as 
any business neighbor ... more than any other two, in fact. 4mong all today’s 
fine magazines for businessmen, none so big as Nation’s Business. 


Want to really penetrate big business? Want to dominate small business? 
Want to strengthen a sound tradepaper program at the top? Want to steam 
up dealers? Sell a public relations idea? 


Okay. You can do any or all of these things in Nation’s Business. Take a 
tip from your consumer cousins. Nothing moves merchandise or men like 
mass coverage. Bless you, Mr. Babbitt, you’re the man who made business a 
mass market. Nation’s Business, Washington 6, D. C. 


mass coverage of business management 


NATION'S BUSINESS 


A GENERAL MAGAZINE FOR BUSINESSMEN 
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Appoints Mautner Agency 
Mautner Advertising Agency, 

Milwaukee, has been appointed to 

handle advertising and promotion 


to Boost Sales of 
H for Milwaukee's new 20-unit shop- 
Photo Equipment ping center, scheduled for opening 


New York, Aug. 1—Photolamp| in September. All local media will 
division of Sylvania Electric Prod- | be used for both the opening pro- 
ucts Inc. has announced a cam-| 8™@™ and year-round advertising. 
paign to help dealers increase sales 
of film, flashbulbs and related 
equipment, and also raise their 
volume of developing and finishing 
work 

The promotion, aimed principal- 


Sylvania Sets Drive 


Hamala Is Royal Vacuum S. M. 

Edwin A. Hamala, assistant sales 
manager of Royal Vacuum Clean- 
er Co., Cleveland, has been pro- 
moted to sales manager. 


Two Name Lockwood Agency 
Two Los Angeles companies, 
Cohn-Goldwater, manufacturer of 
men’s and women's sportswear, 
and California Sportswear Co., 
maker of leather garments, have 
appointed Lockwood-Shackelford 
Co. to handle their trade and con- 
sumer publication advertising. 


‘U. S. News’ Moves in S. F. 

The San Francisco sales office 
of U. S. News & World Report has 
moved to larger quarters in the 
Mechanics Institute Bldg. 


duPont Names Hobart Putney 


Hobart B. Putney, assistant dis- 
trict cellophane sales manager in 
Philadelphia for E. I. duPont de 
Nemours & Co., Wilmington, has 
been promoted to assistant sales 
manager for cellulose sponges and 
Cel-O-Seal bands in the company’s 
film department. 


Barclay, Pauker Merge: 
Appoint Herrick Associates 
Barclay Knitwear Co. and Pauk- 
er Boyswear Corp. will merge Aug. 
6, with W. R. Appleby, v. p., head- 
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ing the advertising department. 
C. J. Herrick Associates, agency 
for Pauker Boyswear, will get the 
ad account of the merged company. 
An expanded ad campaign is 
planned, using Esquire, Good 
Housekeeping, Life, Parents’ Mag- 
azine, Metropolitan Group and the 
New York Times Magazine. 


Van Cleave to Dana Perfumes 


Bruce Van Cleave, formerly 
sales manager of Strickler Mfg. 
Co., has been appointed general 
sales manager of Dana Perfumes 
Chicago. 


ly at high school and college stu- 
dents, is built around a 28-page 
snapshot diary titled “School 
Daze,” in which students can col- 
lect pictures, autographs, clip- 
pings, dance programs and other | 
souvenirs | 
Designed to encourage students | 
to take snapshots all year around, 
the book will be sent by Sylvania 
in exchange for the outer wrapper 
from a package of Sylvania Super- 
flash bulbs, plus 25¢ in cash and 
a coupon from one of the display 
cards being distributed to camera, 
drug and department stores. 


have been scheduled in 
Girl, Better Homes & 
Gardens, Boys’ Life and Senior 
Scholastic, and commercials will 
be used on Sylivania’s “Beat the 
Clock” TV program appearing on 
36 Columbia Broadcasting System 
Stations (Sat., 7:30-8 p.m., EST). 
In addition to the display cards, 
dealers are being supplied with 
Window streamers, pennants, re-| 
Pfints of ads (which also can be} 
placed on school bulletin boards), | 
ad mats, and a one-minute radio} 
| 


@ Ads 
American 


spot 

According to George C. Connor, 
gemeral sales manager of the com- 
pany'’s Photolamp division, the | 
promotion can result in a mini- | 
mlm annual sale of $33.75 to each | 
stdent, because it involves not) 
only the sale of film and flash | 
bulbs, but also the developing and | 
fimishing work. This figure is} 
ased on the student’s purchasing | 
enough supplies and service to fill 
thé snapshot diary, which holds 
120 photos. 

Cecil & Presbrey handles Photo- 
laMp division advertising. 


American Biltrite Rubber Co. 
Consolidates; Fall Push Set 

Biltrite Rubber Co., Chelsea, | 
Mass., American Tile & Rubber} 
Co,, Trenton, N. J., and U. S. and} 
CamMadian affiliates, have been) 
combined as the American Bilt-| 
rite Rubber Co., Chelsea. The com- | 
pany’s products are Biltrite and| 
Panco heels and soles and Amtico} 
rubber tile floor covering. } 

Through Al Paul Lefton Co.,! 
Philadelphia, a late fall campaign | 
has been planned using the new 
company name. 


Aberfoyle Elects Officers 

W. T. Galey, president of Aber-| 
fovyle Mfg. Co., Philadelphia yarn 
manufacturer, has been elected 
chairman of the board. He is re- 
placed as president by Joseph P. 
Holt, v.p. and treasurer. G. W. 
Herrick and William T. Galey 3rd 
have been elected treasurer and 
Vv. p., respectively. 


Henry Onorati Joins Crosley | 4 aj 
Henry Onorati, formerly with $ on eac? “Gen “fe ¥ 7 pome* “a 
RCA Victor, has joined the Crosley County an apes useft entices «= 
division, Aveo Mfg. Corp., Cincin- hese yen CO vary "\ “pe 
ine ! . wow Cow ~al 
nati, as director of electronics ad- | d a al? « (ro ese ree 
vertising | 3 Oring, lea oat of - 
-_ ‘ makr3 out ye a extite q 
- man” jea* \ che fro oa) 
ane ‘\) . eat a yaea*® \t - 
Build Volume eile wiles ayineege Fee 
% 2“/o { °o <4 
at LOWER Get 90.278 ot a 9 i 
v c 2 ¥ ‘ 
SALES COST the Facts itor dea - oe 
%: * < 


Door-te-door Selling—bet- 
ter known os DIRECT 
SELLING — is building 
giont volume quickly for 
many monvfocturers it 
moy be your ontwer to 
present day complex sales 
problems. Direct Seiling Is 
fully explained in fascinat- 
Ing bookiet—maiied FREE. 
Pieese write on your let- 
terhead. 


OPPORTUNITY MAGAZINE 
28 £. Jackson Bivd. 
Dept. A78, Chicago 4, Il. 
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Murphy, Vikon to New Agency 
Marshall J. Murphy, formerly 
an account executive at Lewin, 
Williarms & Saylor, has joined St. 
Georges & Keyes, New York. Vikon 
Tile Corp., Washington, N. J., has 
named St. Georges & Keyes to re- 
place Lewin, Williams & Saylor. 


Madison Names Puhl; Moves 

Quinn Puhl has been named an 
account executive of Noel Madison 
& Associates. The Hollywood agen- 
cy recently moved to 9163 Sunset 
Blvd., Beverly Hills. 


Cummins Promotes Kapland 


Mitchell A. Kapland, v.p. of 
Cummins-Chicago Corp., portable 
tool and business machine manu- 
facturer, has been placed in charge 
of sales activities for all divisions 
of the company. 


Inland Steel Appoints Varn 


Stewart W. Varn, formerly sales 
manager of the pigment division 
of Metals Disintegrating Co., has 
been appointed assistant to the 
sales v.p. of Inland Steel Con- 
tainer Co., Chicago. 


Patterson Named Murphy A. M. 


Charles S. Patterson, formerly 
art director of Robert Simpson Co., 
has been appointed advertising 
manager of Murphy Paint Co., 
Montreal, replacing Peter Clark, 
who resigned to accept a Florida 
sales post. 


Simmons Names Reimer 


Everett Reimer, formerly with 
the Survey Research Center of the 
University of Michigan, has joined 
W. R. Simmons & Associates, New 
York researcher. 


Carey Promotes Underwood 

L. Charles Underwood, assistant 
advertising manager of Philip 
Carey Mfg. Co., Cincinnati, has 
been promoted to advertising and 
sales promotion manager of the 
building and industrial products 
concern. 


Aikman Bread Appoints Ruse 

Aikman Bread Co., Port Huron, 
Mich., has appointed Ruse & Ur- 
ban, Detroit, to handle radio ad- 
vertising for its new Lax-A-Bran 
bread. 


Meat With Chemicals! 


Country Gentleman showed farmers how to put meat on live- 
stock and poultry faster and cheaper—simply by adding 
spoonfuls of chemicals to whole tons of feed —like this . . . 


NOV. 


CONTROL GROUP 
300 PIGS. 
AVERAGE WEIGHT 34.5 Ib. 


AGE 8-9 WEEKS 


30 DAYS 


DEC. 
31 DAYS 


FEB. 
28 DAYS 


ANTIBIOTIC GROUP 
300 PIGS 
AVERAGE WEIGHT 34.8 Ib. 


AGE 8-9 WEEKS 


Farmers knew this article on antibiotic feed supplements 
was another Country Gentleman “money in ‘the bank” 
idea—built around successful tests in the field. 

It told how one farmer saved enough feed to add $7 
profit per pig... how a turkey grower halved mortality 
and finished birds three weeks earlier... how a pullet 
raiser found he could make $2600 more on a 17,000- 


bird flock. 


FROM GEORGIA: 


MARCH 
31 DAYS 


COST TO RAISE $28.27 


200 Ibs. 
105 DAYS 


like these ... 


FROM ONTARIO: 


Response was powerful! One farmer featured in the article 
got so many visitors—including one who flew up from 
Costa Rica — that he had a Sunday parking problem. 
Chemical companies whose antibiotics were mentioned 
received inquiries from every farming region. Reprints 
were produced in the thousands, and Country Gentleman 
prepared a mimeographed reply for a flood of letters 


FROM SOUTH DAKOTA: 
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Judge Orders WEAM 
to Stop ‘Pirating’ 
of ‘Lucky Numbers’ 


WasnincrTon, Juiy 31—A federal 
judge here last week issued an in- 
juction to prevent a local radio 
Station from “pirating” a “lucky 
number” used by another station 
as an audience builder. 

Judge Albert V. Bryant told Sta- 
tion WEAM, Arlington, that it must 
wait at least one hour before 
broadcasting the winning number 
of a giveaway conducted by 
Station WWDC, Washington. 

In addition, Judge Bryant said 
WEAM must identify WWDC as 
the station offering the giveaway 

The injunction was issued after 
|WWDC complained that WEAM 
was repeating its lucky number, 
and instructing its listeners to 
call for further information. on 
how to get the prize. 

WEAM said it was repeating the 
number so its audience would have 
an opportunity to win the prizes 
without tuning to WWDC. 

During argument before Judge 
Bryant, WWDC argued that it had 
a vested interest in the giveaway 
that was threatened by WEAM's 
action. In the order, Judge 
Bryant ordered the stations to 
j agree on the amount of damage 
j}that had been caused. He also 
awarded costs to WWDC. 


Zonolite Starts Fall Drive 

Boosting Insulation Products 
“Do it yourself and save,” is 

the theme of the fall campaign of 


Zonolite Co., Chicago insulation 
manufacturer. Pages have been 
taken in American Home, Farm 
Journal, The Saturday Eveping 
Post and Successful Farniing. 


Smaller insertions will appea® in 
Better Homes & Gardens, Howse- 
hold and Living for Young Hame- 
makers 

Eighteen hundred posters Will 
appear in what the company @alls 
the only outdoor campaign by a 
major building supply con@=rn. 
Cooperative ads, point of sale @is- 
plays and radio spots are availgble 
to dealers. Ruthrauff & Ryaff{ is 
the agency. } 


Suprema to Back TV Bowling 
Suprema Inc. Los Angeles 
brewer of Suprema beer, will 


|} sponsor “Championship Bowlifg,” 
Tuesdays, 10:30-11:15 p.m., Over 
Station KTTV. Arc Advertising 
Agency handles the account. 


Heads Snow Crop 


“Your article on Meat-Making 
*Wonder’ Drugs looks like a money- 
making proposition for hog feeders. 
Would you oa me name or names 
of feed manufacturers who are now 


“A most important discovery for the farmer. 
As a poultryman and hog raiser I am intrigued 
by your description of these wonder drugs and 
find your detailed examples so conclusive that 
1 am tempted to try them. Country Gentleman 


“There are so many articles in Country 
Gentleman on livestock feeding and 
labor-saving ways and devices. Can you 
give us the addresses of the companies 
mentioned in the article on Meat- 


putting terramycin in their feed?” 


Just another reason why Country 
greater editorial and advertising impact on the nation’s 
better farmers, proved by the most thorough survey of 


is the best farm magazine we receive.” 
1 


Gentleman has 


farm magazine readership ever made. 


Making Wonder Drugs?” 


And dnother reason why advertisers have made Country 
Gentleman Ist among farm magazines— 12th among all 
magazines—in advertising revenue. 


| N. B. Barelay has been elected presi- 
| dent of Snow Crop Marketers, Division 
of Clinton Foods Inc. Mr. Barclay and 
302,833 other men of action throughout 
American business read The Wall 
Street Journal daily. 
(ADVERTISEMENT) 
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‘Farm Electrification Week’ Plans 
Move Forward, Despite Opposition 


WASHINGTON, Aug. 1—A bit 
shaken by a White House blast, 
private electric utilities are push- 
ing ahead with plans for Farm 
Electrification Week, beginning 
Aug. 26, to celebrate “the avail- 
ability of electric service to 95% 
of the occupied farms of the coun- 
try.” 

James W. Parker, president of 
the Detroit Edison Co. and chair- 
man of the steering committee, 
Electric Companies Public Infor- 
mation Program, denies that the 
utilities are suggesting —as Presi- 
dent Truman charged—that the 
farm electrification job is done 

“Far from claiming that the job 
is done,” he said, “the industry 
has emphasized that day to day 
developments in farm electric 


tric light. 

“Publicity stunts and rosy pro- 
nouncements by the power indus- 
try never have electrified any 
farms,” he declared. 

A new figure on the progress of 
rural electrification was released 
this afternoon by REA itself. Ac- 
cording to REA, the 1950 census 
indicates that utilities and REA 
both badly underestimate the num- 
ber of farms still needing service 


LARGEST SELLER—Eric Stainton (left), v. p. of Notional Distillers, and Philip Lukin, 
| v.p. of Lawrence Fertig & Co., advertising agency for Old Sunny Brook whisky, 
showed 77.7% of the farms elec-| reviewed final details of the company’s new ad drive featuring Old Sunny Brook 
trified, compared with 85.9% es-| as the “world’s largest selling Kentucky whisky.” Posters, bulletins, car cards, 
714 newpapers and Ebony, Life and Our World will be used. 


e Census figures for 26. states 


timated by REA for the same 


states. In 23 states REA estimates | 


—projections from the 1945 farm “se h ; 
census—were high by 0.5% to as| ‘© y ose who are most inter- 


much as 20% |}ested in promoting the extension 


re ia 
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suaded by the efforts of these 
people to lend his name to such 
an erroneous public statement,” 
Mr. Parker concluded. 


a George M. Gadsby, president of 
Utah Power & Light Co., estimated 
that REA co-ops serve about 49% 
of the farms, and 51% are served 
by private and municipal utilities. 

He contended that the planning 
for rural electrification had been 
completed by the time REA was 
created in 1935, and that nearly 
790,000 farms already had service 
at that time. “Since then,” he said, 
‘it has been a matter of financing 
and building the lines and the fa- 
cilities to service. 

“It is entirely fitting now to 
celebrate the great accomplish- 
ments of bringing electricity to 
these farms and the Farm Electri- 


| fication Week idea has been re- 
| ceived with acclaim by the farm- 
than in performing objective pub-|ers themselves and their sound, 
| progressive organizations. 


service will continually open new REA pointed out that the elec- of federal power projects and in “I am amazed that the President | 
ways to better living and greater at| their own bureaucratic authorities of the U. S. could have been per-| # “The second phase of the work 
national preparedness.” 


tric utility industry estimates th 
5,372,000 farms had service at the 
end of 1950. “This would be 95% | 
es Farm Electrification Week, sud-| of the number of farms enumer- 
denly became controversial after! ated in the 1945 census, and 99.9% 

James G. Patton, president of the|of the number enumerated in 
Farmers Union, wrote President; 19509.” 


i Truman and governors of the 48| The utilities point out, however, 
States that the plan—publicized|that the definition of “farm” 

<s by Bozell & Jacobs, New York—| changed between the 1945 and 1950 
: “outphonies any hoax ever at-| censuses. They say their figure 


tempted by any of America’s! jis for “occupied farms,” and that 
aBundant geniuses in the promo-| 5 375,000 actually were using elec- 
tin field.’ tricity at the end of 1950. 

Asking governors to “investigate 
the whole project very carefully”) — Farm Electrification Week, as 
before cooperating, he said “it is developed by the industry, is car- 
cl€ar that the private electric in- ried on locally by individual com- 
dustry, which did not electrify panies There is no national cele- 
ruga! America and did not attempt) pration 
to’ do anything about it, is now Mr. Parker said there is no an- 
gaing to claim credit for doing the tagonism between utilities and 
job.” REA co-ops. “The investor-owned 

Mr. Patton denied that the job| power companies fully recognize 
is 85°. complete. He said estimates the contribution which co-ops have 
off the Rural Electrification Ad- made,” he said. “The industry has 
ministration that 89% of the farms never tried to take all the credit for 
have service also appear high. farm electrification. 
Painting out that rural co-ops “In fact, co-ops have the most 
al@ne have plans to serve 809,000 frjendiy relationships with com- 
additional farms, he concluded at panies in a great many parts of 


“EPA PPS 
4 wi? 


apne 


be 


le@st 20° are still unelectrified. the country and work together to 
bring electricity to the farm.” 
@ President Truman wrote Mr. President Truman's criticism was 


Patton today that some people may brushed off as having been made 
be deceived to believe that the “without his having all the facts” 
rural electrification job is com- by Mr. Parker. 

pleted, but certainly not the hun- “In his recent criticism of the 
dreds of thousands who are still electric industry it would appear 
Waiting for the blessings of elec- that the President has been mis- 
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VERSION BURNER 


in the $2 billion Oregon Market, The Oregonian 
is as much a part of family life as wedding bells. 


@ FROM THE 
BASIC IDEA 
TO THE 
FINISHED DISPLAY 


FIRST in Portland Home-Delivered Circulation 
FIRST in City and Retail Trading Zone Circulation 
FIRST in the entire Oregon Market — with 


230,801 Daily and 285,026 Sunday 


lowest in milline rate 


RIVER RAISIN PAPER COMPANY 
DISPLAY DIVISION +» MONROE, MICHIGAN 
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will consist of expanding the serv- 
ice on the farm. Here again the 
colleges and county agents will 
enthusiastically work with the 
electric companies and other sup- 
pliers to make electricity do more 
and more jobs for the farmer, his 
family and the nation’s food pro- 
duction.” 

The Farmers Union president, 
Mr. Patton, agrees that the service 
to farms already electrified needs 
attention. Pointing out that many 
of the earlier lines are overbur- 
dened, he said these need to be 
expanded, and new generating 
facilities added. “It can be serious- 
ly questioned,” he said, “if the job 
of rural electrification is actually 
half done.” 

Donald D. Hoover, president 
and manager of the New York of- 
fice of Bozell & Jacobs, said groups 
all over the U. S. would participate 
in the week, including Rural Elec- 
trification Adminstration units. In 
Mr. Hoover's view, the week “will 
be far from merely a private utili- 
ty affair.” 


Colo. Springs Paper Sold 


The Colorado Springs Free Press 
has been purchased for an undis- 
closed price by Edwin P. Hoyt Jr., 
son of the publisher of the Denver 
Post. The sale was announced by 
Woodruff Randolph, president of 
Free Press Publishing Corp., and 
also head of the AFL International 
Typographical Union. 


lowa Broadcasters Elect 

William B. Quarton, general 
manager of Station WMT, Cedar 
Rapids, has been elected president 
of the recently organized Iowa 
Broadcasters Assn. (AA, July 9). 
Other officers are: Ed Breen of 
KVFD, Fort Dodge, v.p., and 
George Volger of KWPC, Musca- 
tine, secretary-treasurer. 


Gillett Appoints Clyde D. Cale 


China Maker Insures Product 

Iroquois China Co., Syracuse, 
N. Y., will advertise in shelter 
magazines (including a four-color 
page in Living for Young Home- 
makers) in support of its insur- 
ance warranty program for casual 
china designed by Russell Wright. 
Flack Advertising Agency there 
has the account. The program calls 
for an unconditional one year 
warranty to consumers, promising 
replacement of any piece broken 
in the home. The Iroquois war- 
ranty is backed by a policy with 
the Mercantile Insurance Co. of 
America. 


NBC Buys Radio-TV Rights 

to Rose Bow! for $1,510,000 
Radio-TV rights to the Rose 

Bow]! football games for three 

years were bought by National 


| Broadcasting Co. for $1,510,000. 
Clyde D. Cale has been named | 
sales manager of Gillett Associ-| 


Scaling upwards each year, costs 
for individual games are, suces- 


ates, Dallas manufacturer of drug | sively, $400,000, $500,000 and $610,- 


products, 
deodorant 


including Chlorodets, 
gum _ recently intro- 


000. CBS, which bid $840,000, held 
the rights for the last three years 


duced on the East Coast. Mr. Cale’s| —paying $100,000 each for the 


first assignment is to market 
Chlorodets in the Southwest. 


first two games and $110,000 this 
year. 


CBS TV, Radio Name Three 


The TV division of Columbia 
Broadcasting Co., New York, has 
promoted Alex Kennedy to direc- 
tor of program promotion and 
David Luhmann to director of pro- 
motion for CBS-owned stations. 
Both were formerly advertising 
copywriters. George Bristol, of the 
CBS sales promotion and adver- 
tising department, has been ap- 
pointed director of sales promotion 
and advertising for CBS-radio. 


Wyandotte Appoints BSF&D 
Wyandotte Chemical Corp., Wy- 
andotte, Mich., producer of indus- 
trial chemicals and cleansing ma- 
terials has retained Brooke, Smith, 
French & Dorrance, Detroit, as 
advertising counsel effective Jan 
1. Schedules call for executive 
news magazines and business pa- 
pers. N. W. Ayer & Son, Detroit. 
currently handles the account. 


Kennedy Named Sales Chief 
W. Gorman Kennedy, in addi- 
tion to his duties as advertising 
and public relations manager of 
National Breweries Ltd., Montreal, 
will direct the company’s sales. 
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TIE-UP—Two products promoted by Lind 
sey & Co., Richmond, Va., get together 
to sponsor o large space newspaper ad 
running eight times in Norfolk papers 
Southern Biscuit Co., Richmond, and Glas- 
gow Brewing Co., Norfolk, are the ¢o- 
operating advertisers 


—— 


|WGAR Names Smith, Eisner 


Manuel H. Eisner has been 
shifted to the sales staff of §ta- 
tion WGAR, Cleveland, and ig re- 
placed as publicity director” by 
Robert C. Smith, formerly difec- 
tor of athletic news at the Uniger- 
sity of Southern California lso 
named to the station's sales staff 
is William Humphreys, previotsly 
northern Ohio sales manage® of 
Horlick’s Corp 


GET INTO THE 
FIRST DIVISION 


by investing your dollars 


in the Davenport Newspapers 
to capture the rich Quad-City 
market (Davenport, lowa, Rock 


Island, Moline and East Moline 
Illinois). 1951 Sales Management 
Survey of Buying Power figures 
reveal total effective buying in 
come of $402,783,000, with 
Davenport having an average ef 
fective buying income per family 
* $5,947 


PUNCTUATE YOUR SALES 


IN THIS 


RICH QUAD -CITY MARKET 


BY USING THE 


DAVENPORT NEWSPAPERS 


The Only Newspapers with 
Home-Delivered Circulation on 

both the lowa and Iilinois 
sides of the important 
Quad-City market. 
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Along the Media Path 


e Reinhold Publishing Co. has 
published an important, 160-page 
opus on the “Selling Methods of 
Successful Building Product Sales- 
men.” Research for the Progres- 
sive Architecture compilation was 
handled by Join G. Belcher, co- 
author of “How to Sell Effectively 
to Architectural Organizations.” 
The new volume analyzes the 
sales techniques of 117 building 
product salesmen who specialize 
in selling to the architectural pro- 
fession. The salesmen represent 66 
of the country’s largest building 
product manufacturers, Copies of 
the book are available from Rein- 


hold at $2 a copy, with discounts 
on quantity orders 

| 
e “Three Shortcuts for Building 
Sales to All Industries” is the 


title of a new graphic presentation 
of the industries, plants and peo- 
ple reached by Industrial Equip- 
ment News. The publication in- 
cludes detailed breakdowns in the 
eight-page folder 
wondered | 
subscrib- 


e if have ever 
what sort of questions 
ers ask of readers’ service depart- 
glance through Business 
s new brochure, “Business 
Ifformation, Please.” The ten-page 
beoklet includes a long list of such 
queries—with the answers, which 
afe provided as an extra service 
by the publication 


you 


e The Idaho Statesman, Boise, 
e@ebrated its 88th anniversary 
Jaly 26 by opening the doors of 
itf® new $480,000 plant. The two- 
story concrete-marble-granite edi- 
fige has a new 32-page Goss press 
in the basement; business offices 
om the ground floor and the edi- 
térial. composing and stereotype 
d@partments on the second floor. 
The Portland Journal, which 
Miopted the circulation town man- 
Ber setup to increase ciassified 
tein volume two months 
ago, is more than casually pleased 
by the results to date. The Journal 


Plan, although similar to other 
n@wspaper town manager plans, 


imcludes several unusual features, 
sich as a charge privilege for ad- 
vertisers 


e Stations WFIL and WFIL-TV 
are offering a specially packaged 
program series on “What America 
Means to Me” to 3,000 radio and 
television stations throughout the 
country. The 15 five-minute pro- 
grams feature brief statements by 
some of the nation’s most distin- 
guished men and women and are 
offered on transcription or film. 


e@ Nearly 5,600 advertisers, agen- 
cies and distributors have received 


the first issue of “Farm & Ranch 
Trade News”—a new monthly 
tabloid newspaper published by 


A $15 BILLION MARKET 
AT YOUR FINGERTIPS! 


Don't Ignore It — SELL It! 


Cash in! Get your share of the huge $15 
billion Negro market! Reach them itn 
their homes, sell them the way they like 
to be sold—through their own Race pub- 
lications, the newspapers and magazines 


ey feel closest to, respond best to! 
Negroes are loyal to their publications— 
be sure your product is in them; be sure 


you get your share of the market! $15 
illion! Negroes spend this much ever 
year on every conceivable product! Don't 
overlook this market—it’s right under 
your nose! For full details write Inter- 
state United Newspapers, Inc., 545 Fifth 
Ave., N. Y¥., serving America’s leading 
advertisers for over a decade 


ONE EXAMPLE: for a publication that 

* sells the eream of this 

rich market, you can't beat the New Courier—- 

b Negroes in 42 states each 

week Color comics, magasine section. and news 

section help make it Ameriesa’s most complete 

weekly newspaper. Tell the Negro—you'll sell 
the Negre! Act now! 


Farm & Ranch-Southern Agricul- 
turist, Nashville. 


e@ Ed Quinn, sales promotion man- 
ager of Station WTAG, Worcester, 
Mass., has come up with an un- 
usual new system for reporting on 
promotion material prepared for 
a program by the station. The re- 
ports are color coded, with seven 
differently colored half-letter 
sheets—one for each type of pro- 
motion, such as merchandising 
mailings, publicity clippings, paid 


newspaper ads, etc. When report 
time arrives, the sheets are pack- 
aged in a mailing folder and 
shipped to the client and agency. 


| @ In January, 1952, Popular Me- 
chanics will publish its golden an- 
niversary issue. Contributing au- 
thors will include Dr. Karl Comp- 
ton, Capt. Eddie Rickenbacker, 
Charles F. Kettering and Dr. Lee 
deForest. In addition, the maga- 
zine promises a “full-color parade 
of the American way of doing 
things in the past, the present, 
and the prospect of the future.” 
Circulation of the issue is ex- 
| pected to reach 1,500,000, with no 
increase in regular advertising 
rates. 


e Life has set the publication date | 
of its “Picture History of Western | 
Man” for Oct. 28. The book will 
have 100,000 words of text and! 
hundreds of pictures in its 300- 
plus pages. Simon & Schuster will 
distribute the volume. The price 
has not yet been announced. 


e@ Milk Dealer has published a 
new survey on the use of electric 
motors in milk pasteurizing and 
| bottling plants. The report, which 
includes a breakdown of motors 
by horsepower range, number of 
| Spare motors on hand, where they 
are bought and which brands are 
preferred, is available gratis from 
Olsen Publishing Co., Milwaukee. 
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e Station KCBS will switch from 
its 5,000-watt transmitter in Al- 
viso, Cal., to its new 50,000 watter 
in Novato on Aug. 9. 


e Thanks to the _ Indianapolis 
Star, Indiana’s state capitol will 
enjoy another summer relatively 
free from flies and insects. The 
newspaper, for the fourth suces- 
sive year, is furnishing the city 
sanitation department with DDT, 
which the department employes 
will use in spraying more than 130- 
000 garbage cans in the city. 


e@ Tea & Coffee Trade Journal is 
celebrating its 50th anniversary 
this month with a special 208- 
page July issue, which includes a 
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Advertising Age, August 6, 1951 


148-page anniversary section re- 
viewing important events, develop- 
ments and trends in the tea and 
coffee business during the past 
five decades. The publication also 
has issued a survey of the tea, cof- 
fee and allied fields titled “Selling 
Opportunities.” Copies are avail- 
able from the editorial office at 
79 Wall St., New York 5. 


e@ Data on the readership of Metro 
Sunday Comics in television and 
non-television homes has been 
compiled and published by Metro- 
politan Group. Figures in the re- 
port are based on a study by Dan- 
iel Starch & Staff. 


e@ McCall's has announced seven 


new annual awards to honor the; 


achievements of women in radio 
and television. Three awards will 
be made to broadcasters and three 
to executives in the following! 
categories: Service to community; | 
service of prime importance to 
women, and service of prime im- 
portance to children. In addition, 
one award will be open to both 
broadcasters and executives for 
outstanding public service of any 
nature. 


e@ The July issue of Aviation Age 
contains more than 104 pages of 
advertising, the largest volume 
carried by the publication since the 
war, and nearly 100% larger than 
the average issue during the first 


half of 1951. The July issue, inci- 
dentally, was widely quoted—es- 
pecially the data on the strength 
of the Russian air force. 


e Eight publishers of comics mag- 
azines have agreed to join the 
anti-dope campaign this fall. The 
publications, which have a circu- 
lation of about 10,000,000, will de- 
pict the story of a boy who is lured 
into using dope and then is ostra- 
cized. The eight include Famous 
Funnies Publications; Lev Gleason 
Publications; Star Publications; 
Toby Press; Magazine Manage- 
ment Co.; Gilberton Co.; Crest- 
wood Publications, and Avon Pe- 
riodicals. 


e@ During the first six months of 
1951, the Chicago Tribune pub- 
lished 22,155,287 lines of advertis- 
ing, a gain of 843,643 lines over its 
previous record for the first half 
year, set in 1950, and more than 
double the linage carried in the 
same period in 1944. 


e@ The advertising investment in 
13 magazines in Canada was up 
17.7% in the first six months of 
1951, compared with the advertis- 
ing revenue of 14 magazines in the 
same period last year, according 
to the Magazine Advertising Bu- 
reau of Canada. Linage carried by 
the 13 magazines shows a gain of 
3% over linage in the 14 maga- 
zines last year. 


...to 50,000 watts! 
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e@ The Marine Corps Gazette, the 
official publication of the Marine 
Corps Assn., has now reached a 
circulation figure of 40,000—of 
which about 40% are enlisted men 
and non-commissioned officers; 
35% are officers on active duty, 
and 25% are inactive reservists. 


e During the last three years, 
sporting goods retailers handling 
bowling equipment have enjoyed 
a 15.4% boost in business, accord- 
ing to a survey conducted by the 
Sporting Goods Dealer. More than 
71% of all sporting goods stores 
now handle a line of bowling 
equipment. 


@ Magazine Advertising Bureau 
has published a new booklet de- 
scribing the bureau, its member- 
ship, purposes and _ activities. 
Copies of the booklet, “M. A. B.,” 
are available from the New York 
office of the bureau. 


|@ Photo Dealer is incorporating 
}its new Trade-In Guide section 
lof the publication as a monthly 
| feature. The guide is designed to 
|keep dealers informed of used 
}camera values and latest quota- 
| tions. 


| 

e The international editions of 
| Time carried the largest first-half 
| volume in history during the first 
|} six months of 1951—a total of. 1,- 
871 pages, compared with _ 
pages in the same period of 1 : 


| @ “Here's a buck that says you 
can't answer five questions aBout 
the changing Chicago market,” is 
the way the Chicago Sun-Times 
}introduces its latest promotion 
|piece. The folder lists multiple- 
| choice answers to each of the five 
questions. Recipients who get the 
answers right win the buck—@nd 
those who don’t are asked to k@ep 
it anyway, and put it into a S@n- 
Times schedule. A total of 980 Bey 
advertisers and agencies were 
on the mailing list. : 


: 
: 


|@ The Los Angeles Mirror bas 
| added a new column in its Thurs- 
|day editions called “Ad Newg & 
| Notes.” 


e The international editions of 
Reader's Digest carried 1,§38 
more pages of advertising in the 
first six months of 1951 than in 
the comparable period of 1950— 
an increase of 33.9%. 


Tells its important flavoring 
story through the pages of 
CANDY INDUSTRY. Uses 
-color, 7 by 10 insertions 


(Canby [INDUSTRY 


107 West 43rd Street, W.Y.C. 
(Ouemberg 2 6345.6) 
DON GUSSOW PUBLICATIONS Une 
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Truman’s Signature on New Defense 
Production Act a Boost for Business 


(Continued from Page 1) 
conceded that the change to 15% 
will eliminate the necessity for 


inv down payment by many peo- 


ple having trade-ins 


@ Sears, Roebuck & Co.'s ads, for 
its Chicago area stores, are carry- 
ing announcements of the new 
credit rulings, but Bill Bennett, 


Sears’ group ad manager, said the 
company had already planned an 
ssive appliance and television 
before the change, and 
on moving mer- 
rather than on credit. He 
promotion will given 
and floor coverings, 
these products 


agere 
campaign 
is concentrating 
chandise 
aid less be 


to 


furniture 
ince inventories on 
t warrant much push 
emphasizing 
of the new 
rhursday’s 
“$50 
on a 
coupled 


don 
Goldblatt Bros. is 
the 


ruling. A 


portion 

ad in 
featured a 
allowance” 


trade-in 
b&w 
Chicago Tribun 
double trade-in 
GE $269.95 refrigerator, 
with a price on the box of 
$249.95 you pay only $199.95, 
plus your old refrigerator. 

In a full-page b&w ad in the 
same issue of the Tribune, Spiegel's 
Plugged the same GE refrigerator, 
but at the regular price with a $50 


t@ade-in allowance as down pay- 
ment, or “only $41 down, $3.50 
Weekly Both Goldblatt’s and 
Spiegel’s stressed the new 18- 


months-to-pay-the-balance fea- 
ture 


@ Television set manufacturers in 
tHe Chicago area in general were 


taking it easy before setting up 
afiy new national ad schedules 
Along the co-op line, however 
Hallicrafters, Sentinel and Bel- 
mont indicated that there will be 
aB increase in co-op advertising 
S@ch promotion, they agreed 
would be tempered by local dis- 


tmibutor and dealer inventory con- 


ditions 

The National Appliance & Radio 
Dealers Assn. told AA it. will 
sBortiy offer its members a spe- 
claliy designed ad kit to take ad- 
Vantage of the new situation. The 
kit will contain copy for local 
n@éwspaper ads, and for counter 


cards, displays, etc. NARDA feels 
that its lobbying efforts in Wash- 
ington influenced, great ex- 
tent, the relaxing of credit restric- 
tions 

The association's manager, Al 
Bernsohn pointed out that 
the new ruling will make it easier 
for dealers to sell to customers 
making $75 a week or less 

Retail furniture dealers in Chi- 
cago are, for the most part, keep- 
ing within their planned ad sched- 
ules, but at the time 
making the necessary changes to 
inform the public of the new cred- 


to a 


also 


same are 


it structure 


were 
low 


@ Appliance manufacturers 
sanguine, arguing that the 
point of appliance sales had been 
(although Retailing Daily 
found in an eight-city check that 
electric houseware — inventories 
over 1950 
and Gen- 


passed 


were as much as 950 
levels). Westinghouse 
eral Electric foresaw national sales 


drives, steady employment in fac- 
tories (unless there were more 
materials cutbacks) and bul- 


warked consumer buying as a re- 
sult of new credit controls 

W. B. Creech, appli- 
ance sales manager of Westing- 
house, said in a statement that the 
company would continue appli- 
ance production for the of 
the year at present levels, with 
washers, ranges and electric 
blankets looking strong. Charles 
W. Thelsen, GE sales manager of 
major appliances, said the credit 
terms would bring a sales upturn, 
but slowly, and that public inter- 


assistant 


rest 


est required advertising and pro- 


motion work 


s Stromberg-Carlson’s report for 
the first half showed a net profit 
of $169,444 for 1951, against a $72,- 


903 loss in the first half of 1950, 
but R. C. Tait, president, disclosed 
that TV assembly lines of the 


company were closed down practi- 
cally the entire second quarter 
He saw the last half as more hope- 
ful 

The appliance business was still 
suffering from the buying splurge 
of last fall. The New York Times 
found that department store sales 
in New York were off only 5% in 
July, 1951, compared to July, 1950. 
Last year, of course, July sales 
were 19% over July of 1949. 

However, the Times discovered 
that the big lines of last vear are 
still slow—linens, housewares, 
hosiery, furs, furniture and major 
appliances were all off, although 
ome were ahead of 1949 levels 


@ Elsewhere in the business field, 
there were signs of change. Late 
in the spring, the automobile mar- 
ket, which has been a _ seller’s 
dream since 1945 and which had 
received terrific impetus from the! 
Korean war, began to soften. By! 
last week the signs of softening 
were evident everywhere 

In connection with the sales sit- 
uation, it Is interesting to note! 
that new passenger car registra-| 
tions in 24 states for the first six 
months of 1951, as tabulated by 
Automotive News, were 2,507,570, | 
compared with 2,450,190 in the, 
comparable period of 1950. | 

In the suburbs, telephone sales- 
men began to operate for Mercury 
and Buick, among others, blandly 
offering “a real good deal” for| 
the buyer's present car. “Maybe| 
you've been misled about the cost,” | 
said one salesman _ soothingly, | 
“we're really right on the edge} 
of the low-price car field.” 


@ Advertisements in newspapers 
carried prices, something which 
has happened only infrequently | 
since the war. And rumor said the} 
prices could be improved by care- 
ful shopping 

The advertisements were can- 
did: “Take your time to pay for! 
your 1951 Ford—now 18 months 
to pay” (and delivered price and 
down payment were quoted); 
“Take advantage of our fair 
trade-in allowances” (with the al- 
lowances by year specified); “Be- 
fore you trade your car anywhere, 
you can't afford to miss our propo- 


sition. Drive in today. Save as 
much as $300!"; “Check our deal 
before you buy”; “We've got a 


deal for you that’s a humdinger.” 


And in their direct mail, dealers. 


rediscovered their old customers: 
“It may be that you had to wait 
awhile before. . .maybe we couldn't 
do all for you that we would like 
to have when you bought your last 


car...there are some cars avail- 
able now 
@ On the other hand, an AA re- 


porter made a spot check of some 
dealers, and here’s what he found 
out 

Personal visits to a Plymouth- 
Chrysler dealer, and to Stude- 
baker and Ford outlets indicated 
these outlets were unanimously 
firm about sticking to the asked 
price 

The AA reporter got nowhere 
dickering for “a better price” on 
Plymouth, Studebaker or Ford. 
But no pressure at all was needed 
if he wanted to “talk business” 
about a Chrysler or Studebaker 
Land Cruiser. The latter dealer 
chopped $100 off the list price 
with no sparring at all 

A salesman for Ford said sales 
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_..but the TRAGEDY LINGERS ON! 


. Nar Feder e: erent wii Be vee ter 
ae nants a the remererion of 

2 TNS gereroment 
tee Med Coors of -orpen temas te 


. on 


MAIL OR BRING YOUR GREATLY NEEDED FLOOD ReLiEF DOLLARS NOW 10... 


CHICAGO CHAPTER 


5295 Webosh Ave —Chicege 5 


Or Your Meares! Red Cross Booth 


JOINT EFFORT—Eleven large Chicago companies and the State Street Council <o- 
operated in running 14, 1,000-line ads like this in five Chicago newspapers to 
assist the Chicago chapter of American Red Cross in o quick fund-raising campoign 


for 


the benefit of 18,000 homeless families in the Kansas, 


Missouri and Illinois 


flood devastation areas. J. R. Pershall Co. was the agency designa‘ed for the volun- 


tary assignment 
Edison; Hotpoint 
Harvester; Standard Oil (Ind 

three meot packers 


were quite good for this time of 
year and said that this, coupled 
with the fact that materials were 
short and auto makers were seek- 
ing government approval of price 
increases, made it impossible to 
offer the shopper a lower price 


@ A phone call to a Nash dealer 
in Manhattan brought the infor- 
mation that “If you come over 
today we can give you a very nice 
deal, something really substantial.” 
The query covered the Nash 


| Rambler 


While New York dealers thus 
saw themselves in a good sales 
position, one of the nation’s largest 
distributors of Hudson cars was 
ordered into receivership. Fred 
Ward Inc., Denver, was so ordered 
after a $476,603 suit was filed 
against the company by the United 
States National Bank 

The complaint said that the auto 
company owes about $1,600,000 and 
has assets of $680,000, and that Mr 
Ward himself owes $1,700,000 and 
has assets of $52,000. The company 
handles distribution of Hudson to 
63 dealers in six Rocky Mountain 
states. 


es Another field which showed 
changes was the textile business 
In textiles, the present price soft- 
ness is expected to harden toward 


the end of this year. It was par- 
ticularly highlighted this week, 
however, by sharp price cuts in 
cotton sheet prices. Five major 
mills—Cannon Mills, Pacific Mills, 
Bates Fabrics, Wellington Sears 
Co., and Dan River Mills—have all 
slashed prices 3% to 10% on 
branded lines of bed sheets and 


pillow cases 


These reductions, according to 
local retailers, foreshadow ex- 
pected price cuts on almost all 


types of cotton, which in June was 
well above 44¢ a pound and at 
present is quoted at about 35¢. 
August white sales are expected 
to help retailers reduce their in- 
ventories, especially as retail 
prices will reflect mill cuts. Deal- 


The companies participating in 
Continental Illinois National Bank; Sears, Roebuck; International 
First National Bank; Peoples Gas, Light & Coke; and 
Swift, Armour and Wilson 


the drive were Commonwealth 


ers say that their markups will 
be very small, and in many cases 
will hardly cover overhead and 
handling costs 


@ The sheet reductions followed 
cuts of 7% to 13% on towels, 
which, incidentally, rose 25% to 
35% from June, 1950, to June, °51 

The whole textile market is in 
a state of flux, retailers say. They 
attribute this to over-production 
and too much credit extension on 
the part of the mills, which over- 
loaded retailers’ inventories. 

With price increases and higher 
living costs, sales slumped. Retail- 
ers were unable to re-order, and 
mills recently have had to shut 
down or curtail production drasti- 
cally, “because war orders are 
still in the talk stage.” 

Until inventories are lightened 
by price cuts and special sales, re- 
tailers are not likely to take on 
more stock. By the time they are 
ready to re-order in quan‘ity, war 
orders may make it hard for mills 
to fill civilian needs. That in sub- 
stance is the situation in the tex- 
tile field, according to those in the 
know 

A curious advertising phenome- 
non seemed to show 
sales were being held up while re- 
tailers established what the new- 
and-lower prices would be 


s And in still another field, car- 
peting, there were major price 
cuts. James Lees & Co., Bigelow- 
Sanford, Articom, Alexander 
Smith and C. H. Masland & Sons 
all cut prices, with reductions 
ranging from 10% to 20% 

The general reason was reduced 
cost of material, notably wool, and 
most manufacturers referred to 
the June cut in wool price in mak- 
ing their own reductions. The gen- 
eral effect is to bring prices into 
line with those existing in the late 
fall of 1950. 

The carpet industry generally 
argues that it, too, was oversold 
last year, with wholesale and re- 
tail levels taking far larger inven- 


in textiles—| 
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tories than they normally would 


have. 


se But first half sales in carpeting 
by manufacturers have been off 
sharply from 1950—although no 
one will set a definite percentage. 
Some manufacturers argue that re- 
tail sales haven't mirrored the 
manufacturer decline at all, and 
a survey by the Carpet Institute 
shows that some retailers are actu- 
ally 44% ahead of 1950 in carpet 
sales. 

The drop in wool prices (due in 
part to the top production of 
many mills) and increased use of 
other materials (carpet rayon use 
is up to 12,000,000 pounds, com- 
pared to 2,000,000 pounds in 1950 
and some 500,000 pounds in 1949) 
|}seem to promise a good second 
half of 1951. 
| The industry’s advertising 
;} meanwhile, has been kept at a 
high level. Where the rug and 
carpet makers spent $1,896,483 in 
magazines and Sunday supple- 
|ments in the first half of 1950, 
| they spent $1,993,765 in the same 
period of 1951 


s One last facet of the price and 
advertising picture still had to be 
|}explored. The Capehart Amend- 
ment to the National Defense Pro- 
|duction Act permitted price in- 
| creases to manufacturers who have 
| had increases in a number of price 
| factors, including advertising, be- 
tween the Korean outbreak and 
July 26. Accordingly, the Assn. of 
National Advertisers, in its regu- 
| 
| 


lar news bulletin to be issued 
within a few days, will direct 
members’ attention to the Cape- 
hart Amendment and _ present 


| factual data from the act likely to 
be of assistance to advertisers, AA 
was told. There will be no editori- 
alizing, it was said, merely a 
factual presentation. 
| At the office of National Indus- 
{trial Advertisers Assn.. AA was 
| told that a regular meeting of the 
|executive committee is scheduled 
for next week in Chicago and that 
the subject of the amended De- 
|fense Production Act will come 
up for discussion. What the associ- 
| ation does will depend on recom- 
mendations made by the executive 
| committee. 


Campbell Names Compton 
for Juice, Pork and Beans 


Compton Advertising, New 
| York, has been named to handle 
|advertising of Campbell’s pork 
|and beans and Campbell’s tomato 
| juice in the U. S., effective Oct. 1. 
| Ward Wheelock Co. will continue 
as advertising agency for Camp- 
bell’s soups, and Dancer-Fitzger- 
ald-Sample will continue as ad- 
| vertising agency for Franco-Amer- 
}ican products, V-8 cocktail vege- 
| table juices and Campbell’s toma- 
| to ketchup. 

Campbell Soup Co. invested al- 
| most $10,000,000 in advertising in 
magazines, farm publications, ra- 
dio and TV networks and newspa- 
pers in 1950, according to Pub- 
lishers’ Information Bureau and 
the Bureau of Advertising. The 
bulk—about $5,300,000—went for 
Campbell's soups, and about $2,- 
500,000 went for combination soup 


j}and pork and bean advertising, 
with something like $1,700,000 be- 
ing spent for Franco-American 


products and V-8 juices. 


‘Maine Farm’ Changes Name 

The five-year-old Maine Farm 
Bureau News, Portland, will 
change its name, with the Septem- 
ber issue, to Maine Farmer & 
Homemaker, but will continue as 
the official organ of the Maine Ex- 
tension Assn. New name taken 
recently by the Maine Farm Bu- 
reau Federation. Changes in for- 
mat will be made in the publica- 
tion, according to W. H. Bruce, 
publisher, but editorial policy and 
advertising rates will remain un- 
changed. 


Emerson-Rogers Moves 

Emerson-Rogers Inc., advertis- 
ing agency, has moved to 359 Lex- 
ington Ave., New York. 
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Ad Council 1950 
Activities Hit 
New High Point 


150 Public Service 
Campaigns Have Been 
Supported by Admen 


New York, Aug. 2—The Adver- 
tising Council—the advertising 
business’ own public relations 
front—this week unveiled its re- 
port on 1950 operation. 

Last year—a year marked by 
business uncertainty, the out- 
break of war in Korea, and pe- 
riodic gluts and famines of goods 
as the buying public alternately 
swarmed and deserted the stores— 
the Council chalked up another} 
year of growth, and rolled up the 
following record: 

1. Set to work a TV allocation 
plan, which now has the four TV| 
networks and 50 advertisers co-'| 
operating, which handled seven | 
top priority campaigns and ten! 
others. } 

2. Enlisted 16 volunteer coordi- | 
nators, 27 agencies for 18 cam- | 
paigns; for its nine years of exist- | 
ence, 68 agencies in 25 cities have | 
worked on 150 Council campaigns 


e 3. Got unprecedented media 
support. Nearly 1,100 magazines 
donated an estimated $16,000,000 
in space to bond sales. Newspapers 
ordered 576,492 mats of campaigns 
with about 40% of this volume 
(according to surveys) being de- 
voted by newspapers themselves 
to the campaign, the remainder 
by advertisers. More than 900 out- 
door plants helped the council 
with 48,509 24-sheet posters dis- 
tributed through Outdoor Adver- 
tising Assn. and Outdoor Adver- 
tising Inc. 

Also, radio—through the allo- 
cation plan—gave radio support 
to 19 top priority campaigns, addi- 
tional coverage to 34 more. The 
300 companies in the transporta- 
tion advertising industry sup- 
ported nine campaigns, with 1,- 
146,329 car card spaces. About 1,-, 
000 business paper pages were 
pledged to four maior campaigns, | 
with 235 additional pages donated 
to an American economic system 
drive 


e Also, house organs of 425 com- 
panies carried more than 1,200 
campaign ads. The Sunday news- 
paper-delivered magazines—The 
American Weekly, Parade and This 
Week Magazine—as well as maga- 
zines of a number of newspapers, 
also carried campaign space. With 
the help of transportation and Cri- 
terion Service, 18,300 three-sheet 
posters were on display in metro- 
politan areas, and 4,006 one and 
two-sheet posters also were used. 

During the year, 58 requests for 
Advertising Council help were re- 
ceived, and 47 received some de- 
gree of assistance. The 18 top cam- 
paigns were: American economic 
system; American heritage; Amer- 
ican Red Cross: armed forces; bet- 
ter schools; CARE; community 
chests; crusade for freedom; fight 
inflation; forest fire prevention; 
government reorganization (Hoo- 
ver report); group prejudice; home 
fire prevention; religion in Amer- 
ican life; stop accidents; student 
nurse recruitment; United Nations 
day; and U. S. defense bonds. 


Hardie Quits Bristol-Myers 

Joseph P. Hardie has resigned as 
v.p. in charge of sales of the 
Bristol-Myers products division, 
New York. Mr. Hardie, who has not 
announced his future plans, joined 
the company as a v.p. in 1944. 
Previously, he had been with Ped- 
lar & Ryan, New York agency. No 
successor to Mr. Hardie has been 
named by Bristol-Myers. 
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} ‘Maintenance,’ New next to editorial text, and no solid 


working and Power Equipment, tising representative in Cleveland 
the new publication will have an for Industrial Maintenance, has 


Q ad sections will be used, the pub- 
GAIN AND LOSS PERCENTAGES - 52 CITIES 0 lisher says 

; Monthly, Bows Soon C. Wm. Cleworth, publisher, be- 
Paar ios) - 1950 | vss - ane . meme ||| GREENWICH, Conn., July _—— fore establishing Cleworth Pub- 
waswcation [mow | ag ° 0 = = = = — Maintenance, a new business lishing Co. in 1942 was a v.p. of 

| eetan “4.7 ae ] monthly for maintenance engi- McGraw-Hill Publishing Co 
ana PHOS neers, will make its bow in Oc- James R. Corgee, editor of Main- 

— 5.2 —_— tober. Published by Cleworth Pub- tenance. was formerly managing 
oa ota se 7 lishing Co. here, which also issues editor of Industrial Maintenance 
ie = —s Plastics World, Industrial Wood- Ralph Phelps, formerly adver- 


ACCUMULATE oe % over-all size of 11x11%” and will joined the Cleworth organization 
A. I—ARE 30, 1951-1950) LOSS cam be issued on the 25th of month pre- in that territory. Other advertis- 
cae Nate 9 0 2 30 a x & ceding publication date ing representatives include Rob- 
ene br 1 Basic advertising rate per page ert G. Allison and W. Paul Pin- 
ements aA for 12 insertions will be $594. In- cher, New York; R. J. Ahrens, 
PNAC a — itial guaranteed circulation of 50,- Chicago, and W. R. McIntyre, Pas- 
AL OnALAY “1.8 - 000 is planned. All ads will be run adena, Cal 
| | cose 16.6 —_ ee 
AL ADVERTISING | 2,4 Le 
DEPARTMENT ee 1.7 _ | 
= ted 2nd largest 
gain in retail 
OFF AGAIN—June newspaper linage reports from Media Records for the second 
successive month show declines in the first five classificotions. June classified od 
vertising was up 11.4%, but total advertising for the month was off 3.4% TEXAS - . ° 


‘Kentucky Farmer’ Moves | to its own building at 300 E. Mar- 
Kentucky Farmer has moved in- ket St., Louisville 2 


Redbook is reaching new heights... 


serving Young Adults 
in the most dynamic years 


of their lives 


Isaac NEwron formulated his laws on gravity at 24... Shakespeare 
had written 10 of his greatest plays by the time he was 34... and 


Edison's most inventive years were between 30 and 35. 

Check the record. Ask your management engineers. Most people 
inventor or mechanic. chemist or housewite, mathematician or book- 
keeper — hit their peak between 18 and 35. In the Young Adult years, 
receptivity to new ideas is greatest, productivity highest, health 
heartiest. 

The 18 to 35 years are big “doing” years—the marrying, building, 


buying years... the years when people need so much — foods, bev- 


erages and retrigerators, radios and TY sets, automobiles, appliances 
for their new homes, clothes for their brand-new families. Young 
Adults are buying most of these for the first time . . . forming brand 
lovalties that will last for vears. 

These buying millions are REDBOOK’s editorial target. REDBOOK 
focusses all its efforts on one objective — to serve and inspire Young ts 
Adults. The success of this program is best reflected in REDBOOK’s ‘te 
growing circulation already well past 2 million and steadily rising.” a 
\dvertising lineage gains, too, indicate the power of REDBOOK to 
reach this growing market. 

The magazine that reaches your best customers should be at the 
top of your advertising schedule. Young Adults are your best cus- 
tomers now and in the future— and REDBOOK is more and more their 


tInagazine,. 


For 15 consecutive quarters, newsstand sales have 


exceeded corre sponding quarters of previous years 


a, 
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oung Adults 
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Mott Joins Story, Brooks 

Arthur J. Mott, formerly on the 
sales staff of Sunset Magazine, 
has been named head of the new 
San Francisco office to be opened 
early in September by Story, 
Brooks & Finley, Los Angeles pub- 
lishers’ representative 


Sive Agency Names Sullivan 
Leonard M. Sive & Associates, 
Cincinnati, has named Frederick 
R. Sullivan manager of its newly 
expanded industrial department 


DVERTISERS 
AGENTS © CLIENTS 


The continuous hazards of LIBEL, Invasion 
of Privacy, Plagiarism Piracy and Viola- 
tion of Copyright all are EFFECTIVELY 
!NSURED by our UNIQUE cover which takes 
the sting out of these claims — and its 
cost is almost nominal! 


WRITE BOR DETAILS AND Rate 


EMPLOYERS REINSURANC 
“CORPORATION 


insurance, Fachange 


Kansas City Meo 


SELLING MEDIUM—Bernard Fine, who runs the Novelty Mart, New York mail order 
company, looks over ad copy he's placed with the United Feature Comic Magazine 
Group. Mr. Fine started in direct mail with a $32 investment. Now he’s grossing 


$500,000 a year. 


Station WJHO Names Cooper 


commercial 


John C. formerly 


Station 


Cooper Jr., 


manager of WJHO, Opelika, Ala. 


WTBC, Tuscaloosa, Ala., has been 
named general manager of Station 
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$32 Grows to $500,000 Annual Gross for 
Novelty Mart's Direct Mail Business 


New York, July 31—Three 
years ago Bernard Fine was a 
salesman calling on chain stores. 
Then he risked $32 on a mail 
order sideline—a toy hand grenade 
equipped with a nylon parachute. 

Mr. Fine got 600 orders for the 
75¢ toy as a result of 1” news- 
paper ad. Today, thanks to mail 
order demands for the 100 items 
he stocks, he’s grossing $500,000 
annually. 

The business-by-coupon tycoon 
started out in his own home. He 
typed labels and his mother 
wrapped packages. Now, during 
his September through Christmas 
seasonal peak, he employs about 
50 people at his Novelty Mart, 
59 E. 8th St. During the off-season 
he uses ten helpers. 


e Advertising is credited by Mr. 
Fine for his huge success. He 
favors comics, newspapers, Sun- 
day supplements, and magazines 


fver 


hear of a bank 


that 


gave money away? 


Every day, a bank gives away tens of 
thousands of dollars in exchange for 
checks drawn on other banks. 

These checks are worthless pieces of 
paper until they're cleared at a central 
clearing house. Until that time, the bank 
has literally given its money away! 

It's vital for a bank to keep its books 


balanced by clearing these checks in the 
shortest possible time 

Yer their central clearing houses are 
hundreds of miles away from many banks! 

What do they do? 

They make a wise investment! They 
ship their checks the fastest possible way 

by Air Express! 

Whether your business is banking or 
ball-bearings, here are the unique advan- 
tages you can enjoy with regular use of 
Air Express: 


IT’S FASTEST — Air Express gives the 
fastest, most complete door-to-door pick 
up and delivery service in all cities and 
principal towns, at no extra cost. 


IT’S MORE CONVENIENT —One call to 
Air Express Division of the Railway 
Express Agency arranges everything. 


4a 


IT’S DEPENDABLE — Air Express pro- 
vides one-carrier responsibility all the way 
and gets a receipt upon delivery. 


IT’S PROFITABLE—Air Express expands 
profit-making opportunities in distribu- 
tion and merchandising 

For more facts call Air Express Division 
of Railway Express Agency. 


“OMB HORESS 


GETS THERE FIRST 


like House Beautiful and House & 
Garden. Helping him climb to the 
upper bracket was his introduction 
of the now well known drinking 
bird novelty through comics mag- 
azines and Popular Mechanics and 
Popular Science. Then there was 
a toy electric auto which sold 50,- 
000 copies, and his own product, 
the light-up bow tie. 

Ad space may run as little as 
14 lines, and as much as a full 
page in the comics, if an item is 
hot, according to Mr. Fine. 

“Its very simple,” he says. “You 
select a few items to sell and the 
ad media to sell them through 
and you're in business.” 


Schick Will Star 
Rudolph Halley on 
Video ‘Gangbusters’ 


Stamrorp, Conn., July 31 
Magazines and television will get 
the big play in the fall advertising 
plans of Schick Inc. 

In the latter department the 
company will present a weekly 
half-hour program over CBS-TV 
starting Sept. 4 at 9 p.m., EDT. 
The selected show is “Gang- 
busters,” a longtime favorite on 
radio. As an extra added attrac- 
tion, Rudolph Halley, former 
chief counsel for the Senate crime 
investigating committee, will nar- 
rate on the crime fighting series. 
Kudner Agency already has cleared 
time on 40 stations. 

Between Sept. 7 and Dec. 12, 
Schick has scheduled 28 color 
pages in Collier's, Life, Look and 
The Saturday Evening Post 

This campaign will 
Schick’s 20, Super and 
electric razors. 


feature 
Colonel 


Bellows in Heavy Drive for 
‘No Extra Cost’ Whiskies 


Bellows & Co., New York, is 
starting a national campaign for 
its Bellows bonded bourbon, Part- 
ners Choice and Club Special 
bourbon. Life is carrying two full- 
color pages and four half-pages in 
two colors. The New Yorker, Time 
and U. S. News & World Report 
are getting color pages (one each) 
and two-thirds pages. Esquire and 
Fortune will get a half-page in col- 
or each. 

Eighty-one newspapers will car- 
ry 220 and 300 lines each week. 
Keynote of the drive will be “Bel- 
lows fine whiskies at no extra 
cost.” All copy was prepared by 
Albert Frank-Guenther Law. 


ATF Changes Distribution 
Stocks of the American Type 
Founders’ Portland branch have 
been consolidated with the Seattle 
branch, and Milwaukee branch 
stocks have been consolidated in 
the Chicago branch. ATF custom- 


ers in the western and northern 
Michigan territory will hence- 
forth be served by the Detroit 
branch. 


Names Vincent E. Lysaght 


Vincent E. Lysaght, formerly 
sales director for the Campbell 
machine and Wilson mechanical 


instrument divisions of American 
Chain & Cable Co., has been named 
sales manager of the company’s 
Helicoid Gage division, Bridgeport, 
Conn. John Morrison has been 
named product manager of the di- 
vision. 


Names West Coast Reps 

Casket & Sunnyside, New York, 
has appointed Richard S. Meyer in 
Los Angeles, J. A. Converse in 
Portland, and R. P. Battelle in 
San Francisco as West Coast rep- 
resentatives for the magazine. 


Condon Co. Appointed Agency 
Condon Co., Tacoma, has been 
appointed agency for American 
iscuit & Cracker Co., Seattle. TV 
and magazines will be used. The 
agency recently added Gordon 
Bennett as an account executive. 
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Sept. 5-8. National Assn. of Photo- 
Lithographers, annual convention and ex- 
hibit, Statler Hotel, Buffalo 

Sept 17-18. Pennsylvania Newspaper 
Publishers’ Assn. annual classified clinic, 
Roosevelt Hotel, Pittsburgh 

Sept. 17-21. Premium Advertising Assn 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor, New 
York 

Sept. 23-28. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago 

Sept. 24-26. Southern Newspaper Pub- 
lishers Assn., Arlington Hotel, Hot 
Springs, Ark 

Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York 

Sept 28-29. Continental Advertising 
Agency Network, 19th annual meeting, 
Philadelphia 

Oct. 5-6. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

Oct. 11. National Assn. of Magazine 
Publishers fall meeting. Westchester 
Country Club, Rye, N. Y¥ 

Oct. 13-16. Mail Advertising Service 
Assn., 30th annual convention, Schroeder 
Hotel, Milwaukee 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 
ler, Bostor 

Oct. 15-16. Inland Daily Press Assn., 
67th annual meeting, Congress Hotel, 
Chicago 

Oct. 17-19. Direct Mail Advertising 
Assn., 34th annual conference, Schroeder 
Hotel, Milwaukee 

Oct 22-23 Agricultural Publishers 
Assn., annual meeting, Chicago 

Oct. 25-27. Advertising Typographers of 
America, 25th annual convention, Hotel 
Nacional, Havana, Cuba 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston 

Oct. 25-26. Audit Bureau of Circulations, 
annual meeting, Congress Hotel, Chicago. 

Oct. 28-31. Life Insurance Advertisers 
Assn., annual meeting, Williamsburg, Va 

Nov. 12-15. Financial Public Relations 
annual convention, Hollywood 
Hotel, Hollywood, Fla 
18-19. National Business Publica- 
tions, annual meeting, Drake Hotel, Chi- 
cago 

Nov. 18-20. National Newspaper Pro- 
motion Assn., central region meeting, 
Edgewater Beach Hotel, Chicago 

Nov. 20. Controlled Circulation Audit, 
annual meeting, Drake Hotel, Chicago 

Dec. 27-29. American Marketing Assn., 
winter conference, Hotel Kenmore, Bos- 
ton 

Jan. 25-26. 1952. Assn. of Railroad 
Advertising Managers, St. Louis 

June 8-11, 1952. Advertising Federation 
of America, 48th annual convention and 
exhibit, Waldorf-Astoria Hotel, New 
York 

June 29-July 2, 1952. National Indus- 
trial Advertisers Assn., annual conference, 
Palmer House, Chicago 


Ridgewood to Discontinue 
Tax on Television Sets 

In deference to complaints 
raised by set owners who term 
the assessment “undemocratic,” 
the village commission of Ridge- 
wood, N., has decided to dis- 
continue its annual TV receiver 
tax in 1952. 

An annual tax of $11.60 now is 
levied on residents with televi- 
sion sets, with ownership being 
determined by a roof-top antenna 
count. Imposed two years ago, the 
tax raises approximately $46,000 
yearly. 


NBC Shifts Norman Neubert 


H. Norman Neubert, formerly 
merchandising manager of the 
owned and operated stations divi- 
sion of National Broadcasting Co., 
has been named sales develop- 
ment, advertising and promotion 
manager of NBC’s spot sales de- 
partment, New York. He succeeds 
Jacob A. Evans, recently named 
manager of radio advertising and 
promotion for NBC. 


Sarra Does P&G Slide Film 
Sarra Inc., Chicago, has pro- 
duced a new full-color slide film 
for Procter & Gamble for distri- 
bution to home economics classes. 
Featuring P&G's Crisco, “Fried 
Foods for Menu Magic” is de- 
signed specifically for classroom 
use to teach the fundamentals of 
preparing fried foods attractively, 
economically and correctly. 


Appoints Joseph Summers 
Brown & Bigelow, St. Paul ad- 
vertising specialties concern, has 
named Joseph H. Summers assist- 
ant director of public relations. 


Daks Using Color Pages 


Daks, British trousers distrib- 
uted here by Simpson Imports Inc., 
will have its first use of full-color 
pages in national media and a 
doubled schedule of insertions in 
14 newspaper supplements, when 
its expanded fall program com- 
mences. The schedule includes in- 
sertions in Esquire, Holiday, The 
New Yorker and Vogue. Zlowe Co., | 
New York, is the agency. 


American Promotes Two 


Lillian Dishian has been shifted | 
from supervisor of cooperative 
sales promotion to manager of spot 
and cooperative program sales pro- 
motion for the American Broad- 
casting Co.’s radio division, New 
York. William P. Sedgwick, who 
has been with the network a year, | 
has been named sales development | 
manager for spot TV sales. 


NRDGA Acts in Bond Drive 

The National Retail Dry Goods 
Assn. is asking the cooperation of 
its 7,000 member stores in the 
defense bond campaign, starting 
Sept. 3 and extending through Oct. 
27. The effort is planned to in- 
clude the direct public sales of 
bonds in stores, the use of adver- 
tising and display to encourage 
bond purchases, and intra-store 
promotion of bond sales via pay- 
roll savings. 


Gross Elects Baumgartner 

Ed Baumgartner, art director of 
H. M. Gross Co., Chicago, has been 
elected a v. p. of the agency 


Rum Institute Moves 

The Puerto Rico Rum Institute 
has moved to 600 Fifth Ave., New 
York 


L&T US QUOTE 


Write for details! 


8 SECOND sPors 
with AUDIO 
as low as 


45 


With The Mone 
You Save On y 


TV FIERA 
SPOTS 


To cover more markets without 
imereasing the budget have us 
make your TV film commercials. 
Our long experience and com. 
plete, modern equipment assure 
highest quality at big savings. 


1335 5S. WABASH CHICAGO 5 


“ES. the Ruralist ix doing right well 


the RURALIST ! 


24% GAIN 


thank you! 
In the first six months of 1951, Mis- 


souris leading state farm paper 
exactly 29.1700 lines of com 
advertising over the same per 


1950, or an increase of 24 per cent a 
vain likely to be exceeded by few pub- 
ications in the country. 


The reason? 
Vertisers ine 


Simple as can be. Ad- 
ver inmereasing numbers 


are finding that it is best to invest 


their moneys 


whose 


in a publieati 


editors are leaders ino better farming 


and better farm living 


a principle 


they and their predecessors have fol- 


lowed without 


deviation for more than 


three quarters ofa century, 


MISSOURI RURALIST 


ffice, FAYETTE, MO 


Published by CAPPER PUBLIC NS 
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‘Building’ Limits 
Ad Pages to 225 


New York, July 31—Beginning 
in September, Magazine of Build- 
ing will limit advertising in any 


one issue to 225 pages 

This move is not 
because of a paper 
was told, “but simply because the 
management believes it owes it 
to advertisers to keep volume of 


being made 
shortage, AA 


advertising in the 
balance, 
contributes to the 
the others.” 
Special issues of the 
during 
ceeded 


best 


the past 
225 pages, 


year 


possible 
where each advertisement 
impact of all 


magazine 
have ex- 
AA was told,| 
and some advertisers and readers 
complained of the bulk. To main- 
tain a balanced ratio of text and 
advertising pages, 
to limit ad pages in future issues 
Advertising rates will not be z 


it was decided 


LET WOODWIN 


LIGHT 


SIMPLE 
ECONOMICAL 
DEPENDABLE 


YOUR 


C. D. WOOD ELECTRIC CO., 
70-17 83 ST., GLENDALE, L.I., 


HOOKUPS 
DISPLAYS 


SPECIALISTS IN 

FLASHERS AND 

CORD SETS IN 
QUANTITY 


INC. 
N.Y. 


fected by the new policy, the mag- 
azine promised 

Total number of 
pages carried by Magazine of 
Building during the first six 
months of 1951, according to the 
monthly tabulation of Industrial 
Marketing, was 1,163 pages, com- 
pared with 981 pages in the like 
period of 1950 


advertising 


Valentine Leaves ABC 


James M. Valentine, television 
operations supervisor of ABC-TV’s 
central division, has resigned to 
join Federal Telecommunication 
Laboratories, Clifton, N. J., 
South American representative. 
His headquarters are in Buenos 
Aires, where Radio Belgrano is 


in October. 


Murray Corp. Names Johns 


Douglas S. Johns, who joined 
Murray Corp. of America last Feb- 
ruary as Cleveland district man- 
ager, has been appointed distribu- 
tion coordinator for the home ap- 
pliance division in the Scranton 
home office 


‘Chicago Tribune’ 
Tops Media Records’ 
Six-Month Listing 


New York, Aug. 1—The Chicago 
Tribune leads the field of six-day 


| and seven-day newspapers for the 


| scheduled to begin TV activities | 


first six months of 1951, according 
to Media Records’ “First 50 Re- 
port.” 

During the first half, total ad- 
vertising in the morning and Sun- 
day editions of the Tribune totaled 
22,155,287 lines. The evening and 


as its} Sunday editions of the Milwaukee 


Journal placed second in the total 
advertising list, with 21,809,945 
lines. 

In third place 


was the Los 


Angeles Times (morning and Sun-/| 


day), with 20,938,125 lines, fol- 
lowed by the New York Times 
(morning and Sunday). with 20,- 
703,218 lines; the Miami Herald 
(morning and Sunday), with 19,- 
528,316 lines, and the Washington 
Star (evening and Sunday), with 
19,281,555 lines 


like California without the 


New Y 


LLION 
OLLAR 
ALLEY 
F THE 
BEES 


BEE. THE MODESTO BEE. THE FRESNO BEE 


McClatchy Newspapers 


National Representatives O'MARA & ORMSBEE, INC. 


nbel 


Oregon . . 
of Seattle . 
Colorado, 

combined. * 


New 


And in 


best. Notable 


1951 Consumer 


right 


dngeles © Deitrou ¢ Chicago © San Franc: 


*Sales Management's 195! 


Be sure you've got a firm foothold 

inland California ,the Billion Dollar Valley 
of the Bees. That's one of the West's best 
markets—with more people than all of 
. over twice the buying power 
. higher retail sales than 
Mexico 


and Nevada 


But don’t expect even a toehold in the 
Billion Dollar Valley unless you use the 
solid /ocal papers that independent Valley 
people naturally prefer. 

They are The Sacramento Bee, 
The Modesto Bee and The Fresno Bee. 
Together, they cover the whole Valley 
as does no other newspaper combination 
research service, 
McClatchy papers rank with the nation’s 
now is 
Analysis of the Sacra- 
mento, Modesto and Fresno markets. 


those three 


the new 


Copyrighted Surve} 


Advertising Age, August 6, 1951 


In retail advertising, the New 
York News led the morning pa- 
pers, with a six-month total of 
8,489,691 lines (including 1,957,766 
lines of split-run advertising). The 
Milwaukee Journal ranked first 
among the evening papers, with 
9,203,362 lines, and the New York 
News led the Sunday papers with 
5,024,303 lines of advertising (in- 
cluding 1,236,351 lines of split- 
run copy). 


@ The Los Angeles Times topped 
the morning dailies in the depart- 
ment store advertising classifica- 
tion, with a total of 3,837,571 lines; 
the Milwaukee Journal, with 4,- 
280,910 lines, was first among the 
evening papers, and the New York 
| Times led the Sunday newspapers, 
| with 2,943,869 lines in this classi- 
| fication. 

The leading five newspapers in 
Media Records’ general and total 
advertising categories include: 


GENERAL ADVERTISING 
Weekday Morning Papers 
Chicago Tribune. . 2 
| New York Times... 2, 
Miami Herald.... 1,858,732 
Los Angeles Times. . 1,706 
| Philadelphia Inquirer 1 


Weekday Evening Papers 


Toronto Star...... 2,089,963 
Montreal Star........ 2,018,345 
| Chicago Daily News. 2.017.189 
| Philadelphia Bulletin. . 1,930,872 
| Montreal La Presse. 1,904,779 
| Sunday Papers 
New York Times 2,503,873 
| Chicago Tribune 1.621.834 
} New York Herald Tribune 1,605,269 
| Cleveland Plain Dealer a 1,590,536 
| Cincinnati Enquirer... . 1,419,174 
TOTAL ADVERTISING 
| Weekday Morning Papers 
| Miami Herald........ ‘ ; 14,451,763 
Los Angeles Times 14,229,775 
Chicago Tribune. . 14,076,954 
New Orleans Times- Picayune . 11,542,845 
Philadelphia Inquirer 11,202,353 
Weekday Evening Papers 
Milwaukee Journal. . 15,087,497 
Washington Star 14,178,308 
| Toronto Star.... 13,607,306 
| Cleveland Press. 13,528,076 
| Detroit News 13,338,618 
| 
j Sunday Papers 
| New York Times...... 10,195,568 
| Chicago Tribune... 8,078,333 
Cleveland Piain Dealer. 7,253,167 
if Philadelphia Inquirer 7,083,977 
6,722,448 


Milwaukee Journal 


| Johnson Plans Fall Drive 
for ‘Emerel’ Floor Cleaner 

S. C. Johnson & Sons, Racine, 
Wis., will schedule ads through 
Needham, Louis & Brorby, Chicago, 
lin maintenance, building manage- 
ment, sanitation and property ad- 
| ministration publications for Em- 
erel, a new floor cleaner and de- 
odorizer developed by the com- 
| pany. The cleaner comes in 1-gal. 
| and 5-gal. cans and 55-gal. drums 
| and is designed for use on terraz- 
| zo, marble, ceramic, vitreous, rub- 
| ber and asphalt tile, linoleum, 
| wood and plastic flooring. 

The Johnson company also has 
| issued a 20-page booklet entitled 
“Facts about Floor Safety,” which 
contains information on the prop- 
jer cleaning and care of all dif- 
ferent types of floor surfaces. 


G. H. P. Elects Schwartz V. P. 


Samuel W. Schwartz, Chicago 
regional sales manager of G.H.P 
Cigar Co., Philadelphia, maker of 
El Producto cigars, has been 
elected a v. p. 


ACB Names Pollak to TV Post 

James S. Pollak, program mana- 
ger of Station WJZ-TV, New York. 
has been appointed TV program 
manager of ABC's central division, 
Chicago 


NEW COLOR CONTROL 
PROCESS DEVELOPED! 


Our new color control Process can be used 
for making duplicate prints from colored art 
work, color prints or transparencies. 
We can produce color prints of unequalled 
from Pp cies, le- 
tail, cleanness and color purity never before 
possible. We can lighten dark areas and in- 
tensify detail therein and strengthen delicate 
detail that is ordinarily lost in highlight 
oom, thereby bringing the whole subject with. 
ucible range, before plates are made 
Write for further information and prices. 


CHARLES BURGESS 


Elilertson-Burgess 
518 Fifth Ave., $., Dept. 861, Minncopelis, Minn. 
SRR 
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Advertising Age 


Feature Section 


Femmes Get All the Attention 


Service Advertising Makes Salesense 


Radio Still Tops for News 


Older Folks Like to Shop by Mail 


THE NATIONAL NE PER OF MARKETING: 


Showmanship Lends Excitement and Interest 
to Once Humdrum Buying Trips 


The same showmanship which was once 
so intimately identified with the motion 
picture business, and which skyrocketed 
such master showmen as S. L. Rothapfel 
(better known as Roxy) from a small 
store theater in Minneapolis to the dizzy 
heights of the Radio City Music Hall in 
New York, is rapidly being translated 
into sales business in the food field. 

The same kind of eye-catching marquee 
which characterizes the nation’s movie 
palaces has been brought into play to 
emphasize the values currently for sale 
at the nation’s supermarkets, and the 
same type of “special service” features 
which made it a pleasure to go to the 
movies are rapidly being installed in the 
nation’s food dispensing centers. 

The reason, says Paul Hinz, trade pro- 
motion manager of Libby, McNeill & Lib- 
by, is simple. Shopping—at least for gro- 
cery items—is being changed from duty 
and drudgery to fun and frolic. The men 
who have changed the face of America’s 
food business have done more than effect 
an economic change from a straight serv- 
ice-type operation to self-service; they 
have recognized the value and importance 
of showmanship in changing the whole 
psychology of the buying and selling func- 
tion. 


e Mr. Hinz delights in showing food mer- 
chants a series of pictures he has gathered 
in his travels, some of them showing the 
outside of movie houses, and some show- 
ing the exteriors of supermarkets. He con- 
tends that it is difficult to tell one from 
the other in many cases, as the accom- 


panying illustrations demonstrate. 

“These attractive, beautiful supermar- 
kets are monuments to the successful 
practice of showmanship in merchandis- 
ing—inside the store as well as outside 
it,” Mr. Hinz maintains. 

“None of them overlook the current list 
of ‘musts’ for volume-building of inside 
operations which include: 


e “1. Good lighting (nothing sells like 
seeing). 

“2. Top shelf at eye level and within 
easy reach. 

“3. Legible pricing. 

“4. Strategic product placement to pro- 
vide easy traffic viewing of most displays 
and items before checkout. 

“5. Adequate shelf stocks with planned 
replacement. (Many large markets now 
stack shelves every day after closing.) 

“6. Special floor displays irregularly 
stacked with starter gaps. 

“7. Finally, stage over-all merchandise 
setting so that customers can always see 
the heavily advertised products. (Tie-ins 
with current manufacturers’ ads have be- 
come virtually automatic.) 

“These seven guides to successful in- 
store operations are especially important 
in view of the prime problem of the self- 
service store,” says Mr. Hinz—the fact 
that latest figures indicate approximately 
two out of five purchases are made on 
impulse, without previous planning, and 
that many impulse purchases are of high- 
margin items. 

“In our merchandising and promotion 
of canned foods,” he says, “we have par- 


TV PACKAGE—Model Inge Jorgensen bathes 

inside a cake of Surex deodorant soap, 

which Allen B. Wrisley Co., Chicago, is 

introducing in several major TV markets 
across the country. 


TESTING—Cameraman Marty Schmidhofer 
seems, here, to have joined the bathing 
beauty, but he’s just taking his final 


exposure reading. 


CHECK—Producer-Director Bob Longini of 


Alexander & Associates, and Dale R. 

Miller, of Earle Ludgin & Co., check the 

set before photography starts on a 20- 
second TV spot. 


BEHIND THE SCENES—And here is Inge re- 
splendent in her “bath.” 


SALESMANSHIP IN SELLING—These photos demonstrate how supermarkets have taken over 
the glamorous appearance that once was associaied only with movie palaces. In this 
group of six exterior views, only two are movie theaters, the other four being super- 
markets which easily rival the theaters in spectacular construction, use of signs agd 
lights, and the feeling of excitement and entertainment. 


ticularly emphasized two of these rules 
which contribute to continued improve- 
ment in over-all merchandising and store 
operation.” 

“The first is good lighting. There is an 
old axiom which, apparently, comes from 
the department store school—‘Seeing is 
the greatest thing in selling.’ That line, 
obviously, finds a home in the mechanics 
of self-service. The consumer now takes 
a look at the merchandise and the price 
—picks it up—lays her money down and 
walks out with it. There is no selling aside 
from the power of seeing. 

“The other principle of food merchan- 
dising which makes for fast profit is the 
one that says, ‘Stage over-all merchan- 
dise setting so the customers can always 
see the heavily advertised products.’ Self- 
service provides most of the reasoning 
behind that one, too 


@ “With each new swing to self-service 
comes a new lift in advertising expendi- 
tures—in advertising coverage and im- 
pact. And then comes increased retail 
distribution and greater consumer de- 


G. D. Crain Jr. Says... 


mand, and wider freedom and profits 
on advertised products. That's why ifs 
sound merchandising to be sure the com- 
sumer can always see the products man®g- 
facturers are spending millions to ad- 
vertise!” 

Showmanship has invaded every phage 
of the food business, Mr. Hinz insists, not 
excluding the advertising. The pitch of 
the showman is evident in such advertig- 
ing as Borden's continuing build-up of 
Elsie, in the Lux soap movie stars ad- 
vertising, in current radio and television 
shows for food products, in such things 
as lighter, easier, more entertaining pro- 
motional “event” campaigns for Libby 
products. 

“Has the food business embarked on 
a career in showmanship?” he asks, and 
answers: “But definitely!” 

“Webster,” he says, “defines ‘showman’ 
as one who is adept at exhibiting things 
to advantage. What better appellation 
could there be for successful food mer- 
chants and store managers than ‘show- 
men’, ‘who are adept at exhibiting things 
to advantage’?"” 


Admen Serve as Company Directors 


The recent announcement by Gerber 
Products Co. that S. S. Nisbet, its pub- 
lic relations director, had been added to 
its board of directors is familiar enough 
in character to emphasize a trend that 
has been under way for some time. It 
continues a practice in this company of 
having major marketing and manufac- 
turing executives on the board. 

Twenty years ago it was rather unusual 
for an advertising, public relations or 
marketing director to be a member of 


the board of his company, even though 
policies relating to sales and advertising 
have to be decided at that level, and the 
experience and judgment of able men in 
this field would undoubtedly be helpful 
in making intelligent decisions 


@ Today there is nothing startling about 
such an appointment. Conditions affect- 
distribution, market 
research and advertising change so rapid- 
ly that any board of directors, no matter 


ing demand, prices 
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how we gualified in general, nee ex uo! re vice-presid of their com- 
ert an formed opinion to guide it ir panies, and in many cases they are als 
establishing poucies ne with current board members. It is also true th 
levelopments vice-presidencies have been conf d 4a 
a matter of window dressing and recogni- 
@ Of « rss he shoe n the other fou luon as far as the rating organizatior 
too. Adve ng men are accuse some is concerned. But any adult advertising 
time { being bright but impractical, an man who is important enough to be <¢ 
‘ nresident « nise ous ¢ vey « 
lreaming up ideas which are out of vice-president is also qualified, it seems 
ne with reasonable costs. No advertis to me, to sit On Ms companys board anc 
o or 1 c re ms man wt t to contribute the valuable informatior 
£ ‘ 
wit ther board memve! responsib'¢ whien ft pecia] qualifications and expe- 
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red ink j 
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Se very ixely that vesiat or ” 
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ty ng valuable nformatior the r re day work to advertising and ; 
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th King f the members of the boar or direct secome a vilal part ol ne 
equipment of every company ch see 
adver ng and marketing subjects, an vp ver} ymmpany whl : 
. . Ah TE 5 the need of keeping customers, prospects 
adman may ne msell absorbing a re 
employes and neighbors properly n- 
4 tic are entimenta viewpoint or 
a forme about its progress and probierr 
ch subjects as how to get busine 4 
N ub) : v é . If advertising men can't contribute ir 
t owest poss ost. ho to eliminate ‘ 
ne ,s0W6E = -% an important way to the development of 
" ‘ lo of ‘lation fc . 
waste. an iow to provide sumumat ” successful! policies in this field, then there 
the ales an distribution organizatior is something wrong either with thei: 
hrough adver : p! notlo persona! eg ipment or the companie 
Vianv miporta t ver neg rec. tnev serve 
Mail Order and Direct Mail Clinic... 
By Wuirr NorromMore ScHULTZ more mature population. These fold 
folks’] names are built d mainté od at 
; iKS names a JUnit an maintained at 
Jim” Mosely, president of Mosely List 
a iarge investment cost, by a new divi- 
Bervice, 38 Newbury St Boston, sent us ys r . ; 
’ sion, Measured-Merit names, of a leading 
ne of his effective mailing pieces tne 
accident insurance company which sé 
fner aay 1 
» ’ thousands of policies by mail to t 
my me concer ‘ er folks wiv ac- pam 
. tailor-made list. Three hundred thousand 
» to Mose want to buy by mail 
= new names a year are added 
ve ru ‘ that folks 60 and over 
eller yspects for nm order 
’ ‘ > | , > time ¢ ad 6 T . 
' @ Older people have time to read. The 
magazine nheaitn spe it I M 
have a larger socia] security, allowance 
! course da otne ler 
means of own income. And their living 
a tior harte 
losely organizatio a charter ; oe 
. =e expenses are less. They can afford to buy 
' f the highly respectea Coun 


, items sold by mail 

g List Brokers, now has new data Because they have so much extra time 
r 4,500,000 older people, both men on their hands, most old folks pay partic- 
women, who like to relax in their 1.) attention to the mail they receive 
faverite chairs and shop by mail They look forward to the mailman’s visit 
And this added interest and attention 
® Thousands of new mail order customers — helps a mailing piece get higher reader- 
@an be groups ship helps it to 
folks who are weary of fighting crowds bring sales, too 


Gnd arguing with sales clerks in busy, Yes, 


found in the ipper age closer scrutiny and 


more older folks are spending 


stores more by mail. Smart mail order mer- 


downtown department ind who 


prefer to sofa-shop 
The Mosely piece 
“The life 
zreatly We are 


chandisers can get some of this new 


continues “plus” mai) order business by the use of 


expectancy has been in interesting direct mail beamed at the 


creased becoming a §0-and-over group 


Salesense in Advertising ... 


Advertising At Its Finest Is a Servant 
of the People 


By James D. Woot I do not believe that many of my read- 

Not long ago somebody (1 think it wa ers will go along with this point of view 
Stuart Chase) tore into advertising on the Business in itself is competitive—to the 
nearly always a com consumer's advantage, I think, in most 
The American people live bet- 


ter than any other race in the world as a 


grounds that it ts 


petitive activity, a grim jand not alway situations 


dignified battle royal” among rival 


brands direct result, it seems to me, of our fierce- 
rhe charge, as I un- ly competitive system of production and 
derstand it,is that very 


little advertising cre- 


distribution, Business men, forever joust- 
ing with one another for the consumer's 
ates new wants or favor, are constantly in search of ideas for 
wealth; its primary 
and wholly selfish ob- 


product improvement 


jective is that of per- e The result is new consumer wants, 


suading consumers to higher standards of living, new wealth 
switch from one brand Take, for instance, the soap industry. The 


advertising of this 


to another, or from one 
What 
Black gains in the melee Brown loses, 


cleansing agent 

flakes, chips, powders, diamonds, crystals, 
and a variety of chemical wonders con- 
taining no soap whatever 


Jim Woolf 


store to another 


and vice versa is ferociously 


Steet 
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LARGE - MEDIUM - SMALL BUSTS 


Prabiem: GASIANTLY oe 10-08" Tink. OFFER: 


How Green Was My Vall« 
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competitive with no holds barred. The re- 
sult, after a decade or so, that the 


} 


American people keep themselves cleaner 
and the things they wear and live with 
are kept cleaner, and they spend less time 
and labor doing it, than ever before in the 
history of this grimy, dusty world 
Hence it is natural and right that ad- 
vertising should be competitive. And it is 
natural and right that tu should be IN- 
TENSELY competitive 
faithfully to the Queensberry Rules 


provided it holds 


Where Advertisers Are Short-Sighted 

But advertisers are short-sighted, I be- 
lieve, in their TOTAL PREOCCUPATION 
with competitive claims. The most in- 
telligent approach to advertising, I sug- 
gest, is that it is a servant of the people 
The cost of advertising, like the cost of 
our politicians, statesmen, policemen, and 
schoolteachers, is paid for by the peo- 
ple. Advertising is an instrument of puolic 
information and enlightenment, like news- 
papers, magazines, and radio, the cost of 
which is tacked on to the price of the mer- 
chandise 

It is therefore a responsibility of ad- 
vertising to teach people how to live in 
this hard world of ours with the maximum 
of comfort, security, and contentment—at 
the least cost. Copy that is totally com- 
petitive is never written in a spirit of 
warmth and helpfulness. And when it is 
unfairly competitive, as much of it is, its 
endearing qualities are notable fur their 
absence. 

People want help. They want sympathy. 
They want understanding. They are hun- 
zry for “how-to-do-it” ideas. They want 
to be told how to live better and how to 
get more out of their meager lives. 

Look at the service magazines for proof. 
The spectacular growth in popularity of 


The Creative Wan: Corner 
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sor DIOCK and tackle I 

ne chest that woul IT 

ess tubercular. I don't se 

attention isnt paid the 
hest—and correcting it i 5 
: ‘ 
up to expectations. Females seem to get all the attention, chest-wise M 
Your chest, my sweet, is beyond redemption—unless you try a little Vigoro , 
and grass seed. And, if you do—and works—you'll remind me of a famous ‘ 
‘ 
book ‘ 
A famous book” What book ; 
‘ 
‘ 
‘ 
‘ 
‘ 


a Dust probiem* 


p A bust problem‘ 


uu heard me the first time 


]1 simply need time to t 
have a bust problem. I find it diffi- 
cult sleeping on my stomach 

No. I mean. do you have smal) busts 
you would ike t 100K larger Ur 
large busts you would like to look 
smaller? Or medium busts you would 


like to look more med 


you have for d 


Don't get off the subject 


As if that were anythir 
No. It’s this ad fron 
gets you clear across 


there any 


other Kind of busts than 
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Wait a minute again 
ye they make Nope 
S is JuSt clear 
I] saw that ad could 
help your sister at the 
vottorr how attest py ¢ i 
You know, I think I e these 
You? What pz of your anatomy d 
vou nee lufted—beside vour mind 


Since we have been married, vou 
have constantiy made siigntin re- 


marks about my chest 


Seems to run in your family 


Well, maybe these people have some 


Better Homes & Gardens, a strictly serv- 
ice magazine, refutes the notion that the 
American people are primarily concerned 
wil 


h silliness. The fabulous success of 
Reader's Digest is another case in point; 
much of its content is serious and helpful 
and written with a strong inspirational 
slant. Here is dramatic proof that Joe 
Doakes is not the unthinking and unam- 
bitious fellow some advertisers make him 


McCall's Shows Them How 

I have been very much interested in 
the striking circulation gains of McCall's. 
From as far back as I can remember, edi- 
tors generally have been possessed of the 
idea that a portrait of a beautiful babe is 
the hottest sales pitch a magazine cover 
can have. McCall's some time back was 
seized by a revolutionary notion that a 
portrait of a beautiful cake might have 
even more “come hither” than a beauti- 
ful glamor gal on newsstand sales 

The editors thought that maybe the 
cake—a most intriguing one—would help 
emphasize the “how-to-do-it” service 
content of the inside pages. But, not be- 
ing sure, they decided to make a test. 
Printing two covers, one portraying a 
gorgeous femme, the other a gorgeous 
cake, half of the magazines distributed 
had the gal and the other half the cake. 
The cake cover won on the newsstand by 
a considerable margin. The pretty face 
on the cover was merely something nice 
to look at; the cake was a “how-to” idea 
—an idea for doing something new and 
better. 


@ Later, the December, 1950, cover of 
McCall’s featured a candy-and-ginger- 
bread replica of an enchanted cottage 
reminiscent of the fairy-tale setting in 
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“Hansel and Gretel,” with instructions for 
duplication in the family kitchen promised 
within the magazine. Stores tying in with 
this unique food idea sold over $250,000 
worth of food, candies, and patterns to 
housewives who wanted to build ginger- 
bread houses. Another McCall's “how-to- 
do-it” feature, “My Living Room Contest,” 
drew a total of 155,484 entry blanks from 
women interested in improving the looks 
and utility of their homes. These experi- 
ences of McCall’s, only two of many, sup- 
ply us with further proof that housewives, 
eager for ideas, respond avidly to adver- 
tising that shows them how to brighten 
their homes and their families’ lives. 


Look for a Service Twist 

But maybe the editorial experience of 
a magazine may seem a far cry from the 
advertising problem peculiar to your bus- 
iness. Perhaps you advertise to men in- 
stead of women. Possibly you are in a 
competitive fight that is as hot as the 
hinges of aitch. Does it follow, therefore, 
that your advertising must devote itself 
exclusively to fiercely competitive claims? 
I think not. No matter what your product 
or type of establishment, I am convinced 
that you can enhance the power of your 
copy by giving aiten.ion to the 
“servant of the people” point of view. 


close 


Loo« for a service twist. Look for a 
chance to be helpful. It may not be too 
easy. But it can be done. 

As I suggested elsewhere in this piece, 
life is hard; at this time of writing it is 
very, very hard. It seems to me that to- 
day’s advertisers have a wonderful op- 


The Eye and Ear Department... 


portunity to build good will for them- 
selves—and for advertising and business— 
by exhibiting in their copy a sympathetic 
understanding of the consumer’s prob- 
lems and a sincere desire to be friendly 
and helpful. The opportunity is especially 
inviting, it seems to me, in the field of 
retail and other local advertising. 


s Awhile back my wife and 1 were think- 
ing of buying a new refrigerator. The 
dealer came out to look at our old box and 
quote us a trade-in allowance. After his 
inspection he turned to us and said, “l 
don’t think you really need a new refrig- 
erator. For not more than ten or fifteen 
dollars I can give your box a tuning up 
that will make it operate plenty good. I'd 
like to make a sale, goodness knows, but 
I'd rather wait until you're really in 
need.” 

Is that carrying the spirit of helpfulness 
too far? Perhaps it is, but we didn’t think 
so. And I’ve been wondering what would 
happen if a refrigerator maker or dealer 
ran an ad with this stopper: “Ten Ways 
to Get More Years of Good Service Out 
of Your Present Refrigerator.” 

I do believe, as I have said, that it is 
natural and right for advertising to be 
competitive, Mr. Chase notwithstanding. 
But I also believe that advertisers—no 
matter what they make or sell—can learn 
from the example of McCall’s and other 
service magazines. There is a great chance 
here in both local and national copy for 
advertisers possessing imagination, a long 
view, and courage. 

Advertising at its finest is a servant of 
the people. 


Radio Still Tops for News 


As this column has opined once before, 
radio still has it all over TV as far as 
news is concerned. Esso presented “Your 
Esso Reporter” for the first time on TV 
on Thursday night July 12 (CBS) and, as 
far as this column is concerned, radio 
still has it over TV in this respect. 

The program was billed as “new” and 
“different.” It follows the John Cameron 
Swayze technique—except that Esso is 
completely on film. “On” is probably not 
the most apt preposition to use, for either 
the film itself or the sound track. The 
commercials were on, all right—you 
could both see and hear what was taking 
place. The news itself was only partially 
on. Most of it looked like an arc light 
seen on a misty, rainy evening. The sound 
gave the impression of having been re- 
corded through a large economy size can 
of Heinz baked beans. 


es TV tries to compensate for the im- 
mediacy of radio by taking you there. The 
announcer’s spiel is to the effect that you 
are seeing exactly what happened—at the 
Korea cease-fire talks, for example. It is, 
of course, amazing that the scenes can 
be brought to this country so quickly, but 
that’s more to the credit of the Wright 


Tips for the Production Man... 


REPORTER—Winston Burdett looks up at his 
audience in one of CBS-TV’s “Esso Re- 
porter” telecasts. 


brothers than to RCA and Allen DuMont. 
And it’s still yesterday’s news. 

Esso pulls the plug still further by an- 
nouncing at the close of the program—a 
half hour, from 9 to 9:30!—that Esso news 
is brought you through the facilities of 
CBS and Telenews. This makes it not 
only 24 hours old but second-hand. 

All in all, this reviewer feels a lot of 
thought has still to be given the presenta- 
tion of the news on TV to match its pre- 
sentation on radio. The formula has yet 


Booby Traps in Double Spreads 


By Kennetu B. Butler 


An advertiser works over his layout 
with all the pains of a great creation. 
Usually it comes off well, but wham!... 
occasionally something happens. Surely 
everybody concerned was unhappy with 
the result on the blurb beneath the head- 
line in the accompanying double-page 
layout which ran across the fold in a 


recent issue of The Foreman’s Digest. 

The printer could have minimized the 
unhappy result, but he could not have 
prevented it, the way it was laid out. The 
layout man broke one of the rules of 
production in attempting to carry small 
type across the fold. This is possible in 
actual center spreads—not so where the 
fold must be considered. 

Let’s examine the printer’s part in the 


mishap. He did an excellent job of fold- 
ing (note the perfect alignment of the 
second line of the headline). A more 
careful check of the folded trial sheet 
would have caught the poor alignment of 
the blurb lines as they carried across to 
the right-hand page. The proof reader 
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with headlines, though, a word should 
never be split at the fold. 

These typographic devices should nev- 
er be carried across the fold: blurbs, 
text, by-lines, or cut captions. 

Neither should small illustrations be 
carried across the fold 


te 1h POREM ENS BEST 


gm) NEVER 


ment head . . . 
serve 
Teas 
. a 
Vv Kegeuk 
eet of 
= ong mgt 


adull moment... 


in the life of a forem2", says one depart- 
aq day with him should 


HARD TO READ—Poor alignment played hob with the appearance and readability of the 
blurb in this two-page layout, which cuts across the fold. The printer could have mini- 
mized the mistake, but most of the fault lies with the basic layout. Headline type is 
the only type that should attempt to bridge the gap except where an actual center 
spread on a saddle-stitch folder is available. 


could have caught it. But the main blame 
in the print shop rests with the composi- 
tor, for the spacing between the head 
and the blurb is not consistent on the two 
pages. He also failed to put enough space 
between the word “a” and the word 
“dull” in the headline. 

Had the bindery not done as perfect a 
job of folding as they did, the result 
might have been even worse and caused 
some letters to have been partially hid- 
den in the fold in addition to the poor 
alignment. 


@ The fault started with the layout. 
Headlines employing display size faces 
can be carried across the fold because 
the type size is sufficiently large. Even 


Employe Communications... 


Devices which are effective as mechan- 
ical devices to tie facing pages together 
include: large illustrations, particularly 
halftones, printer's rules or _ borders, 
headlines in 24 point or larger, and color 
tint blocks, whether solid, screened, or 
reverse plate. 


es Similarity of picture sizes and shapes 
on facing pages also help make the double 
spread a unified presentation. Where pes- 
sible, gutter space between columns of 
text should be kept uniform across fac- 
ing pages, even at the fold. In order to 
allow for some variation in folding, col- 
umnar gutters should be at least two 
picas. This will allow one pica whilte 
space on each side of the fold. 


Making the Factory Visitor Welcome- 
How R. J. Reynolds Does It 


By Rosert Newcoms and Marc SAMMONS 


No one in complete possession of all his 
wheels would think of visiting Winston- 
Salem, N. C., without making a tour of 
the R. J. Reynolds Tobacco Co. to see how 
those twin favorites—Camels and Prince 
Albert—are made. The person in com- 
munications might go for an additional 
reason: to see how Reynolds, past masters 
in the art of running continuous plant 
tours, does the job. 

To put your mind at rest, Reynolds does 
it beautifully. You can pass it off by call- 
ing it southern hospitality (which of 
course it is). You can dismiss it by ob- 
serving that every visitor, except the 
non-smoker, is a customer or a potential 
customer. But that doesn’t completely ac- 
count for the warm glow the Reynolds 
people leave with the departing guest. 
The answer is: These folks know how to 
handle the factory visitor. Whether the 
visitor goes singly, or with a group, he’s 
in the hands of experts 


e The company planning a plant tour as 
part of an open house program, or think- 
ing of a continuous tour arrangement for 
visitors, ought to send a representative to 
Winston-Salem just to see how this thing 
ticks off. Here are some of the highlights, 
to check against your own present pro- 
cedures: 


1. The introductions are brief and good. 
The guests meet in a reception room at 
the main plant and are introduced to one 
another. A personable young woman gives 
the visitors a fast verbal coverage of the 


tour, and shows specimens of the tobacéo 
leaves. The product samples are offeréd 
here, not at the end of the tour. (For the 
visiting fireman from Dubuque, the 
friendly glow starts here.) 

2. The guide’s remarks are compact. The 
guide gives the tourist a quick descrip- 
tion of the operation, then leaves the 
tourist free to look at it. There is no 
running commentary to put the guest to 
sleep. If he has questions, he asks them. 

3. The tour is well routed. There are 
no long gaps between attractions. The 
guests can sit and rest at any one of sev- 
eral points, for example, but it’s really 
not necessary. Operations are in logical 
order, so the visitor covers the maximum 
number of operations with the minimum 
expenditure of time and effort. 


e 4. Factory personnel are friendly. This 
is nine-tenths of it. Personnel on the tour 
route probably see hundreds of visitors 
daily and would be expected to be cal- 
loused to inspection. They aren't. They 
are friendly and smiling; more than that, 
they are available for questioning by vi- 
sitors, who appreciate a step-by-step de- 
scription of an operation not only from the 
tour guide, but from the person who ac- 
tually performs it 

5. The parting is pleasant. Most separa- 
tion interviews with plant guests are 
quick and cold. Reynolds’ parting re- 
marks are brief but mighty cordial. The 
visitor receives a smal] booklet high- 
spotting the trip, a warm handshake all 
around, and a sincere “Come again!” 

You sell a lot of cigarets with stuff like 
that. 
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Written English, Spoken, 
Is Peeve About Commercials 

To the Editor: I would like to 
say that I have read James D. 
Woolf's articles for a long time 
and have most impressed 
with them. I was pleased to find 
that president of our adver- 
tising agency, Mr. Marion Nelson 
of this city, also is a consistent 
reader...and holds Salesense in 
Advertising in the high esteem 
that I do 

Now peeve. I think the 
poorest advertising in the country 


been 


the 


for my 


today is done in the radio com- 
mercials, and I think there is a 
simple explanation for this fact 

I think too many agencies and 


station advertising directors have 
the that 
idvertising is written selling and 


remembered old 


adage 


have failed to distinguish between 


@ Award of 


awarded by 


Merit for 
INDUSTRIAL 
Annual Editorial 


from 259 business papers. 


Top Circulation! 


High editorial excellence has pro 


duced the highest circulation in 
the Baking Industry. BAKERS’ 
HELPER reaches the top-notch 
baking executives those who do 
2 per cent of the business in this 


, 
}-billion dollar 


15,694 


Largest Net Paid ABC Circulation 


Industry. 


FREE! 
just how big the Baking Industry 
really 
product, send for 12-page booklet 
Data the Baking In- 


To get a true picture of 


is, in terms of your own 


“Census on 


dustry”. 


hut. 


This department is a reader’s forum. Letters are welcome. 


written English and oral English. 
There is a tremendous difference. 
All you have to do is go back to 
the campaign speeches of Hoover 
and Roosevelt. Hoover's speeches 
made wonderful reading but terri- 
ble listening. Roosevelt’s speeches 
made marvelous listening, and 
when you read them afterwards, 
you wondered if they were the 
speeches you had _ heard. 
Hoover was talking written Eng- 
lish and Roosevelt was talking 
spoken English. 

The same is true in radio. Most 
of the selling phrases used to plug 
an item are couched in terms of 
written, rather than spoken Eng- 
lish 

The other day, for example, a 
radio announcer said, “Let’s listen 
this conversation between 
two young ladies.” Two feminine 
characters then took the air and 


Same 


in on 


tanding Series of Articles. 
MARKETING in 13th 


which 90) entries 


its 
drew 


one said, “Hello Maizie. My, how 
crisp and fresh you look today. Is 
that another new blouse?” “No in- 
deed, Jeannie,” replied Maizie, 
“this is that same old blouse I’ve 
worn for ever so long, but I am 
now using that miraculous new 
soapless cleanser Miracle Duz. It’s 
amazing how its billowy, soap- 
free suds give even my drabbest 
washables that counter-fresh look. 
Its detergent action prolongs the 
life of my precious things as no 
ordinary soap could possibly do.” 

Now, I submit that no two 
women in the world ever talked 
this way. What probably happened 
was that Jeannie said to Maizie, 
“Gee, Maizie, you look fine. Is 
that blouse new?” And Maizie said, 
“Nope, but it looks it, doesn’t it? 
In fact, all my things look a lot 
better since I've been using this 
new Miracle Duz. Whatever this 


Aygain BAKERS’ HELPER wins top honors 


for excellence of editorial content. These awards 


afford striking evidence of the type of editorial 
content which has maintained BAKERS’ HELPER 


readership on a consistently high basis through 


the years. 


Editorial quality, plus reader-interest, plus 


largest circulation gets results for advertisers in 


BAKERS’ HELPER. 


You cash in on this excellence of editorial con- 


tent every time your selling message appears in 


BAKERS’ HELPER. 


THE BAKING INDUSTRY MAGAZINE 


akers Hel 


per %o 


105 West Adams St., Chicago 3, Ill. 


New York . los Angeles a 


San Francisco e Portland 


new stuff is that they put in it, 
it sure does the trick.” 

One of the odd things about this 
failure to recognize the difference 
between spoken and written Eng- 
lish is that the experts in the 
spoken word, namely the comedi- 
ans, have been trying to tell the 
advertisers for 20 years, now, that 
their copy stinks. Benny, Hope, 
Crosby, Godfrey and others have 
been kidding their sponsors’ com- 
mercials and have been doing a 
whale of a selling job, but the 
agency boys never learn ...There 
are, of course, a few exceptions, 
such as the Campbell Soup pro- 
gram and a few others, but most 
of the boys have still got a lot to 
learn. 

H. H. FIsHer, 

Vice-President, Fisher Brew- 

ing Co., Salt Lake City 

» . e 


Copy Rating Hasn't Changed 


To the Editor: Your editorial, 
“How Ethical Are Codes of 
Ethics?” is excellent. The points 


you make are too true 

People who occasionally write 
the Magazine Copy Advisory 
Committee requesting our copy 
code are surprised to discover that 
| we have none. 
| After many years of experience 
}in trying to handle copy disputes, 
I long ago came to the conclusion 
that these codes are handy gadg- 
|ets for those who subscribe to 
| them for turning down copy they 
do not want anyway and, in other 


eases, are conveniently over- 
looked. 
With or without codes, don't 


let anybody tell you that adver- 
tising copy is not less competitive 
and more ethical than it has been 
for many years. 
FRANK BRAUCHER, 

Chairman, Copy Advisory 

Committee, Magazine Divi- 

sion, New York 

e + e 

Meat Not Tomatoes Sold by 
Krey: Credits Many Media 

To the Editor: After reading 
the article, “‘Buy at Your Stop’ 
Cleveland Transit Advertisers 
} Shout,” in your July 16 issue, I 
|}fee] the necessity of placing a 
| question mark on any of your 
articles... 
| I refer particularly to the last 
| Paragraph of the article where it 
| Says that Krey Packing Co., using 
| the buy-at-your-stop technique, is 
| said to have sold three carloads of 
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sliced tomatoes in a three-month 
campaign in cars and buses... 

Our company has been in busi- 
ness since 1882 and according to 
all records we have not packed 
one can of tomatoes. We are meat 
packers and the product referred 
to in the Cleveland campaign 
happened to be Krey Brown Gravy 
with Sliced Beef and Krey Brown 
Gravy with Sliced Pork. 

We felt our opening campaign 
in Cleveland was a success. How- 
ever, we now question ... whether 
we possibly wasted about 75% of 
our advertising expenditure. I 
rather imagine that the television 
stations, such WEWS and 
WXEL, would also question the 
statements made because they too 
played a major part in introduc- 
ing our product. Also the sales- 
men who pounded the streets of 
Cleveland in introducing our prod- 
ucts to retailers would like to re- 
ceive a little credit for the job they 
aid 


as 


P. S. CAROTHERS 
Merchandising Manager, Krey 
Packing Co., St. Louis, Mo. 


AA printed the story in good 
faith, from what seemed like per- 
fectly reliable sources. How the 
Krey gravy and meat products 
turned into tomatoes is a mystery. 
for which Krey has our apologies 


| Advertiser-Reader Contact 
Important, Harn Says 

To the Editor: Those were good 
| letters in the July 16 issue, oppos- 
ing Sidney Weil’s advocacy of 
including the advertising agency's 
signature in the client’s advertise- 
ments. But I was surprised that 
not one of them stressed (though 
some of them hinted at) the real- 
ly fundamental, the essential, rea- 
son why the agency’s name should 
not appear. That reason is the loss 
of the direct personal reiationship 
between the advertiser and the 
reader. 

To have the agency’s name ap- 
pear in the advertisement is about 
the same as if a preacher should 
announce to his congregation that 
his sermon, about to be delivered, 
or just completed, was written for 
him by a certain person or agency 
Or, perhaps, that the President of 
the United States should announce 
that the speech he is about to de- 
liver to the people of his country 
was written for him by an aide or 
a committee. Both confessions 
might be true to a certain extent 


@:. & 


AMERICA’S 
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but to announce it would certain- 
ly destroy the effect of the appeal. 

I am glad to find that the agen- 
cies for the most part realize this 
and are opposed to the plan. I 
would suggest to any advertiser 
who might be inclined to agree 
with Mr. Weil's idea and include 
his agency’s name in the com- 
pany’s advertisements that he do 
so in the following manner: At 
the head of each advertisement 
give this message to the reader: 
Dear Reader—The following ad- 
vertisement was composed at our 
request by Smitty, Jines & Smijy 
because they are good at word- 
tossing and we are not. Be assured 
that we have carefully studied 
evry word and stand by every 
word they say.” 

That might help! 

O. C. Harn, 

Santa Barbara, Cal. (Retired, 

former managing director, Au- 

dit Bureau of Circulations.) 


Don’t Lower the Standard 
Just Because It's Difficult 

To the Editor: Your lead edi- 
torial in the July 16 issue is time- 
ly, in view of the widespread dis- 
cussion of codes of ethics today— 
but your remedy may well prove 
worse than the disease itself. 

To establish or give lip service 
to a code of ethics that the sub- 
scriber has no intention of ob- 
serving is certainly to be con- 
demned, in even stronger terms 
than you used. Insofar as this out- 
right hypocrisy may exist, it is a 
major reason for the ill repute 
that advertising has gained, as a 
profession and institution, among 
some sincere critics. (The mali- 
cious or politically motivated crit- 
ics can be ignored here.) 

But it seems a false solution to 
lower the standard, just because 
it is difficult to live up to it. If 
the high standard is unjustified 
by a serious reconsideration of the 
reasons for it, then it may well 
be dropped—but not in order to 
“lower (it) to a practical, live- 
able level.” 

A code remains as the objective 
or norm of conduct; it is what 
those to whom it applies are gov- 
erned by, and attempt to live by, 
in their daily living. Because they 
do not attain perfection often or 
long is no reason to scrap the 
standard. 

Analogies from medical, legal, 
or religious codes could readily 
be drawn. They remain as a guide 
or goal—not too impossibly high, 
of course—but not to be lowered 
because they are difficult of at- 
tainment. 

HAVILAND F. REvVEs, 

Haviland F. Reves Associates, 

Detroit. 

Mr. Reves is right, in general. 
But business codes of ethics fre- 
quently continue unchanged, even 
though only custom—or what 
someone once thought was right 
—dictated them in the first place. 

To “lower” or change such codes 
to meet reality does not necessarily 
mean decreasing moral stature. 
Changing a code so that it may 
actually be observed may well 
have the opposite effect. 


‘Corner’ to Be Featured 
At Four Roses Sales Meet 

To the Editor: Congratulations 
on the wonderful presentation 
made by The Creative Man on the 
ice cake promotion for which 
Frankfort Distillers Corp. is just- 
ly famed. 

As a key distributor in the Chi- 
cago market, we are mindful of 
the tremendous impact this pro- 
motion makes on both the trade 
as well as the public. One of our 
most difficult tasks is to convey 
this force and what it means to 
our sales organization which cov- 
ers the 10,000 retail licensees in 


the Chicago market. 

At our next meeting this pres- 
entation by The Creative Man on 
Four Roses will be featured and 
made an important part of this 
portion of our meeting. 

Again our congratulations for a 
difficult job well done. 

Ep Devuss, 

Advertising and Sales Promo- 

tional Manager, Old Rose Dis- 

tributing Co., Chicago. 


| Practice What You Preach 
Is Still Good Doctrine 

To the Editor: Congratulations 
on your well documented expose 
of the Raleigh campaign. Between 
|the lines with which you refute 
Raleigh’s phony attack on adver- 
tising, there lurks the more serious 
| implication of flagrantly dishonest 
copy. 

Another cigaret advertiser, 
Lucky Strike, has been spending 
millions year after year on the 
slogan, “With men who know 
tobacco best, it’s Luckies two to 


one.” Now FTC comes along and, 
after interviewing the American 
Tobacco Co.’s own panel of ex- 
perts, decides to ban the Lucky 
slogan as a complete hoax. 

Still other cigaret advertisers, 
as you know, have seized upon 
Reader's Digest articles and almost 
completely misrepresented them 
in their copy claims. As a result 
of these practices by cigaret and 
certain other “big billing” adver- 
tisers, the average advertising man 
is constantly confronted with dis- 
heartening cynicism toward his 
craft. 

Of course, when he attends an 
ad convention or opens an ad 
trade paper, he finds plenty of 
speeches, interviews, etc. on the 
moral responsibilities of advertis- 
ing agencies. But frequently, the 
“leaders” who make these pious 
statements are top men in the very 
agencies that produce the dis- 
honest “cigaret” type of copy that 
degrades advertising. 

HENRY MAYERs, 

The Mayers Co., Los Angeles. 


‘Clean Hitter’ Lewis 
Helped Agencies Win 

To the Editor: On Page 46 of 
your July 16 issue you ran a pic- 
ture entitled “Clean Hit,” which 
was taken during the Philadelphia 
agencies vs. magazine representa- 
tives game which was won by the 
agencies in a decisive victory. 
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Ralston Lewis, account execu- 
tive of the Lewis & Gilman agency 
(not a national magazine repre- 
sentative as you stated), who was 
at bat, was one of our big guns 
at the plate. 

Joseru R. Rouiis Jr., 

Media Director, Benjamin 

Eshleman Co., Philadelphia. 
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phenomena 


6 radio stations and television service from Ames, 30 
miles north. In the past 5 years, the increase in the use 
set owners in the Des Moines area is 
The average gain is 56.6%. And, there 
are more people to listen. In Des Moines’ Polk County, 
for instance, 14.9°/, more people live in 24.6°/, more 
homes than they did 10 years ago. 

Today, an average of 152.4°/, more people listen to 
KRNT than 5 years ago! A moment's study of the 


ONE OF AMERICA’S B/GGES7 | 
ADVERTISING BARGAINS! .. 


152% MORE LISTENERS THAN 5 YEARS AGO; 
RATES PRACTICALLY UNCHANGED! 


In 1945, Des Moines had only 3 stations. Today, it has 


chart below will convince you that KRNT offers one of ; 


the greatest advertisin 
ences have doubled an 


bargains in America. Audi- 
re-doubled, while rates remain i 
practically the same as in 1945. By every standard of 


comparison, KRNT is one of the great stations in the 
nation. We're big and growing bigger in a big market 
. . « FAST! Even before joining CBS June 15th, KRNT 
led the Des Moines Hooperade morning, afternoon and 
evening. Now, more than ever, you're right when you 


buy KRNT-CBS! 


TIME PERIOD 


7:15 am. 


Percent Tune-In Percent 
All Stations Tune-in Gain 
1945* + =-1950°° All Stations 


94% 11.8% 89.4% 


55 12.6 


KRNT KRNT Program Time 
KRNT Ratings Percent Pescunt 
194s* = 19se** Gain Cost Increase 


11% 


8:00 a.m. 


10.1 = 213 110.9 


27 = 126 


WW 


Noon 186 258 38.7 90 128 422 None 
6:00 p.m. 223 = 287 28.7 55 143 160.0 None 
10:00 p.m. ' 28 27.0 13.4 70 = 155 121.4 WW 
6:00-8:00 a.m. avg. 78 148 89.7 347 108.8 None 
12:30-1:30 p.m. avg. 17.9 260 45.3 40 122 205.0 None 
3:30-4:45 p.m. avg. 157 96215 36.9 50 89693 86.0 None 


“Fall-Winter, 1945-46; °*Fall-Winter, 1950.51, C. E. Hooper Audience Index. 
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DISNEY TIE-IN—Walt Disney's new “Alice in Wonderland” will 
get extensive tie-in advertising, some $1,500,000 worth, and 
sizable retoil promotion. But an uninvited tie-in was thot of 


another “Alice” film (lower right), produced abroad, also 
running in New York, which a court action failed to halt in 
opening. (See story on Page 16.) 


WORKING HARD—Koehler’s 3 Fine Brew Trio, representing the products of Erie 

Brewing Co., Erie, Pa., are working hard in a new medium. Originally developed for 

animated TV commercials, the Bavarian trio was later used in newspaper, outdoor 

and point of sale advertising, and is now appearing in full-scale model form on a 

specially constructed trailer. Equipped with a tape recorder and public address sys 

tem and drawn by a matching Jeepster, the trio tours the Erie sales area. It was de 
signed by Russell Adom, art director of the Yount Co., Erie's agency 


It's the 
Liquid Starch 
4? You've 
iby’ Dreamed 
‘kay About! 


NEW DISPLAY-—Sales Builders Inc., Los 

Angeles, is distributing this merchandis- 

ing display for its Max Factor Signature 

line of men’s grooming accessories in- 

troduced Father's Day. Ted H. Factor 
Agency has the account. 


WIEWERS—The annual sales meeting of Reinhold Publishing Corp., New York 

saw this panel of experts tackle the subject, “An Advertising Man's View of Space 

Selling Problems.” Left to right: C. H. Rickard, partner in charge of media and 

research, Herton-Noyes Co., Providence, R. |; R. J. Barbour, advertising 

manager, Bakelite division, Union Carbide & Carbon Corp., New York; and Walter 
L. Funnell, executive v. p., Sanger-Funnell Inc, New York. 


Fabrics Look Better, Have Longer Lasting Finish! 
50% More Economical Than Other Liquid Starches! 


New! cn, dienes anes —e0 ans sae Gambier comer 


Se Ne eek ene = nate fsa hand of thee very Sew samrches otramatiie. When 
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THE WONDERFUL NEW CONCENTRATED LIQUID STARCH 


STARCH TEST—This Reddi Starch page ad in the Indianapolis News ond Star lasi 
week and one like it in the Times next week is a test for Union Starch & Refining 
Co., vio H. W. Kastor & Sons Advertising Co. TV is being used, too. 


FARM WORK~—Titles and jobs were forgotten when Capper Pub- 
lications employes turned to the task of clearing o flood-dam- 


ager (back to camera); and, left to right, Keith Swinehart, ad 
th n territory; Tom Weber, 


vertising sales ger of the so ft 


EMPHASIZES AD THEME-—This Adom Scheidt Brewing Co. sign in Philadelphia em- 
phasizes the ‘Times Have Changed—Tastes Have Changed’ theme presently featuring 


aged worehouse in Topeka, when the Kansas River went on its 
worst rampage since 1944. Putting in a few licks here (and not 
for publicity purposes, either) ore: H. S. Blake, v.p. and general 
manager (center, facing camera); Joe Horton, production man- 


Household representative; and Neal Bardsley, Capper’s Farmer 
representative. A relatively minor loss of paper was suffered in 
the warehouse. Fortunately, all production facilities and offices 
were well out of the flood zone. 


the company’s Valley Forge beer campaign. Newspapers, TV and radio are being 

used as primary media, supported by more than 100 painted bulletins on most of 

Pennsylvania's major highways. Agency for the Norristown, Po., brewer is Ward 
Wheelock Co., Philadelphia, 
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“The South has made tremendous 
strides in crop diversification, farm 
mechanization and rural electrifica- 
tion, during the last decade. The 
South’s record-breaking farm in- 
come has helped us to set new sales 
records. Today our rural sales repre- 
sent 60% of our total volume. We 
always recommend The Progressive 
Farmer to our suppliers as the most 
influential advertising medium in 
our territory.” 


‘ 


O. H. MANN, V. P. and General Manager 


Higginbotham-Pearlstone Hardware Co. 
Dallas, Texas 


La 


“Our sales reflect the South’s vigorous agricultural 
and industrial growth and its rapid advance in rural 
electrification. Our dollar volume for the last five years 
was more than five times greater than it was for the 1937-41 
period. Today the rural South is a huge new market 
for the Frigidaire appliances, RCA-Victor products, 
Youngstown Kitchens equipment, Coleman heating 
units, and Alemite lubrication products which we sell.”’ 


J. M. McGREGOR, President 


McGREGOR’S, Inc. 
Memphis, Tennessee 


“The enormous improvement of 
the economic position of Southern 
farm families has resulted in better 
farming and living conditions 
throughout our territory. There is a 
big demand for modern appliances 
for use on the farm and in the farm 
home. A major portion of our vol- 
ume is going to this rapidly-growing 
rural market.” 
R. F. TRANT, President 
R. F. TRANT, Inc. 
Norfolk, Virginia 


ASK YOUR SOUTHERN WHOLESALERS 


How to Keep Pace 


with the New South 


To get your share of new business in the new South, 
you must first know your market. You must base your 
sales and advertising strategy on the fact that the 
South is predominantly rural ir, population and trade. 


The Progressive Farmer towers above all other media 
as the rural South’s dominant sales influence. This is 
the opinion which Southern wholesalers and retailers 
have stated time and time again in survey after survey. 


Ask your Southern wholesalers! They will tell you 


THAN 1,170, 000 | that the biggest gains in consumer buying have been in 

- SOUTHERN rural areas. They will also tell you that your advertising 

FARM FAMILIES in The Progressive Farmer is your direct route to greater 
a sales in the rural South. 


The South Subscribes to 


RAAt as a yg tS Mi 


Advertising Offices: BIRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 
Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 


THE PROGRESSIVE FARMER 
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4004. How to Get Better Re- 
production in Newspaper Art- 
work 

“Better Mats—a Guide to Ob- 
tain Better Newspaper Reproduc- 
tions” is an informative book of- 
fered by Progressive Matrix Co 
It covers the whole procedure from 
original art on to the final matrix, 
and recommended reading for 
all art and production departments. 


No 


is 


No. 4016. Michigan Posters. 
Walker & Co. offers a new file 
folder, “Poster Advertising—1%92 
Michigan Rates and Allocations,” 
which furnishes conveniently ar- 
ranged data on markets, popula- 
tions, coverage intensities, number 
of panels per showing, prices, and 
shipping addresses. Excellent maps 


together with economic informa- 
tion on the area round out the 
picture 


No. 4018. Study of Conventioneers. 

To present the facts about the 
occupations, positions, buying pat- 
terns, sex, age and magazine read- 
ership of visitors to business 
shows, Time retained John D. Fos- 
dick Associates to conduct a per- 


sonal survey. The interesting re- 
Sults are offered in Time's 
Research Reports 21095 and 


#1096." 


Crossley Studies Home 
Radio 


4022 
Town 

Based on the results of an ex- 
fensive Crossley survey, Mutual 
Broadcasting System has prepared 
@ new book, “Welcome to Home 
Town America.” It covers listener- 
Ship among 11,000,000 radio fami- 
lie 


No 


in 325 home town markets, 
@s yet virtually untouched by TV. 
é 


Information for Advertisers 


| Market,” 


No. 4017. The Dayton Story. 

“One of America’s Great Indus- 
trial Markets” is the title of an 
elaborate new booklet offered by 
the Dayton Daily News and Jour- 
nal-Herald. It discusses the city, | 
its industries, wages, newspaper | 
circulations, etc. Maps and charts | 
make for easy reading. | 


| throughout 


No. 4019. Clothing Market Among 

Wage-Earners Analyzed. 

In “The Apparel & Accessories 
Macfadden Publications 
offers an extremely comprehensive 
and detailed analysis of the wage- 
earner’s family as a consumer of 
wearing apparel. The study covers 
everything from fur coats to edg- 
ing preferences in handkerchiefs, 
and says, “The wage-earner mar- 
ket presents a challenge to the 
apparel industry to serve it as 
graciously and as profitably as it 
has served the high fashion mar- 
ket.” 


No. 4025. What Motorists Buy and 
Where. 

In “A National Survey of Men, | 
Automobiles, Automotive Parts, | 
and Accessories,” Mechanix Illus- | 
trated offers the results of a Ben-| 
nett study which covers every- 
thing from wax to windshield 
wipers. 


No, 4027. Starch Studies Ebony. 


“Market Characteristics of| 
Ebony Magazine Readers” is a} 
Starch-conducted report offered | 


by Ebony magazine covering eco- 
nomic position of readers, and 
their specific brand-preferences in 
autos, beverages, foods, household 
appliances, medicines, soaps, toi- 
letries, etc. Goes from Avon tissues 
to Zenith radios. 


Note: Inquiries for the items listed above will not be serviced beyond Sept. 17. 


USE COUPON TO OBTAIN INFORMATION 


200 E. Illinois St., Chicago 11, Il. 


_—-— 
on 


~—please print or type) 


ADDRESS ........... ' 
CITY & ZONE 


‘Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted 


RIED ccsccccesinscermrerneorneccesonaneens | 


SS \ \\ 

nm \ 
MAXWELL Q 
SERVICE 


a fart of your 
SALES DEPARTMENT 


| oughly—AND GET RESULTS! 


SPECTACULAR 
ELECTRICS 


WHATCHA GOT? | 
Got some service or equipment to sell? 


Got a yen to move on to greener pas- | * 


tures? Got to get a man to fill an im- | 
portant job? Then tell the advertising 
world about it right here in the classi- | 
fied columns of ADVERTISING AGE. 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 
parts of the country. Being primarily 
a news paper, ADVERTISING AGE’S 
classified columns are read most thor- 


| Permanent 


Rates 


THE ADVERTISING MARKET PLACE 


90¢ per line, minimum charge $3.60. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
Per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St Ha 7-2063 Chicago 


WANTED Printing brokers and salesmen 

the U to sell printed 
pressure-sensitive (SCOTCH) tapes. Wide- 
ly used for POINT OF SALE advertising 


strips, decalcomania substitutes, pack- 
age alteration, coding ‘including VU. S. 
Government Defense Work) and other ap- 
plications, the tapes are becoming an 
important part of all industrial label- 
ing applications. Our firm is well-est- 
ablished and respected in the field and 


we desire only high quality, reliable 
representatives. If you can supply satis- 
factory business references, we may be 
able to offer you a good opportunity to 
expand your sales volume. We will at 
least extend you the courtesy of a re- 
ply to your letter. Our representatives 
know of this ad 

Box 3918, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


ACCOUNT EXECUTIVE 

35-48, SAN FRANCISCO 

We need a man with long 4-A experience 
in food, drug, industrial, or farm. Top ex- 
ecutive experience in one field sufficient, 
but habit of working hard and closely 
with clients is a must. Former ownership 
of small agency would be part of ideal 


| preparation for the job—and for your 
future opportunity in this growing 
agency, now billing around half million 
Salary, high four figures, limited only 


by size of billing you start out with. 
Box 3919, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ACCOUNT EXECUTIVE 

Well financed, small 7 year old Indiana 
agency seeks mature and capable account 
executive. Most of the advantages of a 
partnership minus the usual 
and headaches will be offered on basis 
of controlled accounts. Our reputation 
in this market established—have never 
solicited an account so field is wide open 
to high grade individual. Strict confi- 
dence assured. Please furnish compre- 
hensive personal record 

Box 3908, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


COPY WRITER WANTED 

Young man with at least two years food 
copywriting experience. Some sales ex- 
perience helpful. Should have a working 
knowledge of sales methods through food 
stores and chains. Write giving details 
of personal data, education and business 
experience 

Box 3920, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


OPPORTUNITY 

Successful quality Chicago Photoengrav- 
ing plant, specializing and serving 
vertising agencies, has opening for Sales- 
man, who will also help service house 
accounts. Good opportunity for an agen- 
cy production man 

Box 3921, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

HAPPY “HUNTING!” 


We're going fishing - so - our office will | 


be closed August Ist thru August 24th 


With renewed energy and vitality we 
hope to serve you better upon our re- 
turn. Thanks for your indulgence and 
patronage 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PE” SONNEL 

185 N. Wabash Fr. 2-0115 Chicago 
EXPERIENCED WRITER: We need an ex- 
perienced writer, capable of sparkling 
copy for established magazines in the 
fields of home interior decoration, and in 
women's styles and clothes fabrics. 
position, not part-time or 
home work. Excellent opportunity. Send 
samples of your writing and references 
to Stamats Publishing Company, Cedar 
Rapids, Iowa. 

ADVERTISING REPRESENTATIVE 
For New York and eastern territory of 
national magazine. Successful experience 
in selling space in) industrial publica- 
tions essential. Salary and expense al- 
lowance. For early interview give full 
information in confidence 

»x 3922, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

SECRETARY 

Experienced. Must be good steno and 
typist. Advertising sales leading national 
news magazine. 5 day week. Michigan 
Bivd. address. Give details and experience 
Box 3931, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


OUTDOOR 


| 
| 


WE PLACE ONLY EXPERIENCED ADVERTISING 

PERSONNEL 
Our clients throughout 19 middie-western 
states demand proven advertising people. If 
you qualify, write for our data sheet. Your 
references will be checked. 

SALES PROMOTION 
Advertising Personnel Placement Div. 
1309 S. Detroit, Tulsa, Oklahoma 


Advertising Age, August 6, 1951 


PUBLISHERS REPRESENTATIVES 
“ AVAILABLE 
EXPERIENCED AD MAN seeks New York 
representation of magazine in business 
publications field. Strong merchandiser. 
Know the agency field 
x . ADVERTISING AGE 
_ 11 E. 47th St., New York 17, N. Y 
PRINTING WANTED | 
PRINTING WANTED 

Rotary Printing, tabloids, color, 32 pg 
cap. Complete mailing service. Southwest 
Magazine Pub. Co., 715 Jones St., Ft. 
Worth, Texas. 
____ BUSINESS OPPORTUNITIES 
NEWSLETTER WITH NATIONAL CIR- 
CULATION. Next twelve months renew- 
als should return more than half of sell- 
ing price of $28,000 cash. Well established 
and in good financial condition. Box 71, 
Miami 1, Florida 


POSITIONS WANTED 
SPACE SALESMAN 
AVAILABLE 
Two years adv. mgr. small daily - two 
years trade newspaper - B. A. degree. 27 
years old married and veteran. Make! 
rough layouts, understand make-up -/| 
news writer. Interested in daily or trade 
magazine. Want to locate in middle-west. 
Salary open 
Box 3923, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PUBLICATION EDITOR AVAILABLE 
Age 32, currently editing state-wide farm 
magazine, circulation 120,00. Knowledge 
all phases small magazine production 
Thoroughly experienced both photograph- | 
ic and writing end. Married, two children. 
Sample copies and further details upon 
request. Prefer seacoast or Great Lakes /| 
locations, however, will consider other | 
offers. | 


Box 3924, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
FREELANCE COPYWRITER - Top New 
York agency copy group head, known for | 


| the freshness, soundness, and finished top- 


obligations | 


ad- | 


spin of his ideas, now has the time to take | 
on ene important freelance writing assign- | 
ment - fee or retainer basis. If you have 
an advertising problem, especially in the 
heavy goods field, that must be solved on 
big-league levels, write 
Box 3925, ADVERTISING AGE 
11 E. 47th St.. New York 17, N. Y. 
LEADING AGENCY OFFERS 
ACE ACCOUNT EXECUTIVE 
We had just acquired one of the better 
account and idea men to further expan- 
sion plans of leading clients. Due to! 
NPA cutbacks these plans are being cur- 
tailed and we're going to lose this 
proven ad and sales producer. He requires 
a spot with responsibility and a future 
This ad inserted by agency vice president 
- Manager 
Box 3926, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Lil. 
Copy Writer or Publicity writer, Single. | 
25. College graduate. A. B. Journalism 
Majored in Advertising. 2 years’ exper- 
ience. New York preferred 
Box 3912, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y 
TELEVISION MAN | 
Thoroughly experienced, looking for good 
connection. College graduate, vet. 7 yrs 
in adv. — in TV since 1947. Worked as 
TV syndicated columnist, Chicago agency 
ace. exec., TV station time salesman 
Box 3927, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


CREATIVE COPYWRITER — CHICAGO 


POSTERS and 
PAINTED DISPLAYS 


—— 
The R.C. Maxwell Co.Trenton NJ | 


ADVERTISING 
: 1894 


ONLY — RESUME UPON REQUEST 

Box 3928, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

REPRESENTATIVES WANTED 
Man or organization to sell space for 
semi-annual trade directory in a_ bill- 
ion dollar industry. These territories 
open: New England; New York; Phila. - 
N. J. - Maryland; S. E. Seaboard; South 
Central U. S. Generous commission, full 
protection, ample adv. support 

Box 3929, ADVERTISING AGE 
11 E. 47th St.. New York 17, N. Y. 


TOP-NOTCH 
AGENCY 
EXECUTIVE 


... Available When 
Right Opportunity 
Presents Itself! 


Has solid agency know-how. 
Prolific idea man. Can fit in 


practically every phase of 
agency operation from 
Administration to new busi- 


ness solicitation . . from 
framing complete basic cam- 
paigns to pinch hitting for 
Account Executives. 
Personable, capable, works 
well with Top Management. 
Wears well as evidenced by 
servicing same accounts up to 
14° years. Merchandising 
groups respond actively to his 
contagious enthusiasm. 


His aggressive, direct-action 
thinking—his flair for dramat- 
ic sales promotion—are pat- 
terned for tough seilers’ mar- 
kets. Is responsible for human- 
ized campaigns in widely di- 
versified fields—tangible and 
intangible—that paid off at 
the cash register. 


Box 7927, ADVERTISING AGE 
200 E. Illinois St., Chgo. 11, Ill. 


PAY AS YOU SELL RADIO 


Sell your product by radio and y on 
a basis of each sale! Over 400 radio sta- 
tions conduct no-money-down plan. 
We have complete list of stations and 
other information telling how to pro- 
ceed, etc. Write today for FREE litera- 
ture. RADIO SALES. Harlan, Iowa. 


EDITOR 


all responsibilities. He will have go« 
able organization. No politics 
only—do not phone or call 
and salary requirement. All inquiries 


For a Well Established 

Monthly Industrial Magazine 
Middle west location. One of our clie 
experienced man who is qualified to step into 


—no internal problems. Age 30 to 45. Write 
giving full business and personal background 


R. O. Eastman 
THE EASTMAN RESEARCH ORGANIZATION 


500 Fifth Avenue, New York 18, N. Y. 
(Replies will be acknowledged by client only.) 


nts has a splendid opportunivy for an 
a top editor job and assume 
“ld backing and cooperation from an 


confidential. 


* NOTICE - 
OPPORTUNITY FOR 
TOP FLIGHT 


PERSONNEL 
DIRECTOR 


ONE OF AMERICA’S LEADING 
ELECTRICAL NEON CO. 
DO NOT CALL 
WRITE PARTICULARS TO 


* Lup, In, c. 


3126 MAIN + KANSAS CITY, MO. 
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CBS Promotes 7 to V.P., 6 to Other Posts; 
4 Department Heads to Serve Both AM. TV 


New York, Aug. 2—CBS Tele- 
vision Division and CBS Radio 
Division—the names under which 
the Columbia Broadcasting Sys- 
tem’s separate organizations for 
AM and TV will operate—have an- 


Assigned to the television divi- 
sion were Hubbell Robinson Jr., 
v. p. and director of network pro- 
grams, and Frank Falknor, v. p. in 


| charge of TV operations. 


nounced the appointment of de-| 


partment heads to serve under J. 
L. Van Volkenburg, president of 
the former, and Howard S. Meig- 
han, president of the latter. 

Named in the radio division 
were: Louis Hausman, v.p. in 
charge of sales promotion and ad- 
vertising; James M. Seward, v. p. 
in charge of business affairs, net- 
work programs; and J. Kelly 
Smith, v.p. in charge of station 
administration—all promoted to 
administrative v. p.s. 

Promoted to v.p. in charge of 
network sales was John J. Karol, 
CBS radio sales manager for sev- 
eral years. 

Lester Gottlieb, who has been di- 
rector of radio programs in New 
York since February, was ap- 
pointed director of network pro- 
grams. Edmund A. Chester, named 
news director of the network in 
July, 1949, will remain with the 
radio division in that position. 


es Four department heads will con- 
tinue to serve both divisions of 
the company. They are: H. Leslie 
Atlass, v.p. for the central divi- 
sion; Harry S. Ackerman, v. p. for 
programs in Hollywood; H. V. 
Akerberg, v.p. for station rela- 
tions, and William B. Lodge, v. p. 
for general engineering. 


-NOT ‘ 
OPPORTUNITY FOR 
TOP FLIGHT 


PRODUCTION 
SUPT: 


ONE OF AMERICA’S LEADING 
ELECTRICAL NEON CO. 
DO NOT CALL 
WRITE PARTICULARS TO 


Sta Lup, In c. 


3126 MAIN + KANSAS CITY, MO. 


ATTENTION 


Milwaukee Agencies! 


Free lance professional copy- 
layout teom now controlling 
loca! and national billing de- 
sires affiliation or merger 
with small, fully recognized 
Milwouvkee agency. Ob- 
ject: mutual profit. Write 
in strictest confidence-— 
giving full details con- 

cerning accreditation. 


Box 7926, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Hil. 


ASSISTANT ADVERTISING 
DIRECTOR WANTED 


AAA-1 Cleveland manufacturer, 
leader in its field, wants experienced 
advertising man as assistant to ad- 
vertising director. Must have well- 
rounded background in advertising 
and be qualified writer capable of 
preparing effective bulletins, promo- 
tional material, etc. Excellent oppor- 
tunity. Present assistant being ad- 
vanced to responsible sales position 
in company. Outline your qualifica- 
tions fully and state salary expected. 
Replies treated in strictest confidence 


BOX 7929, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Hil. 


TOP FLIGHT SALESMAN 


Managerial background—now em- 
ployed hy large leading publisher 
seeks new connection. Wide 
knowledge industrial and trade 
field—well acquainted entire mid- 
West. 

Will work direct or on represent- 
ative basis. 


Box 7928, Advertising Age 


200 E. Illinois St., Chicago 11, Il. 


Three new v.p.s in the televi- 
sion division include David V. Sut- 
ton, former CBS-TV sales manag- 
er; Merle S. Jones, previously gen- 
eral manager of Columbia-owned 
Stations KNX and KTSL, Los 
Angeles, and I. S. Becker, former 
director of program operations. 


e CBS-TV advertising and sales 
promotion will be supervised by 
William Golden as creative di- 
rector. He previously was associate 
director of sales promotion and ad- 
vertising for the joint network 
operation. John Cowden, former- 
ly general manager of CBS sales 
promotion and advertising, was 
named operations director of ad- 


vertising and sales promotion for, 
the TV division. 

Michael J. Foster, previously as- 
sistant director of the joint CBS 
press department, was named di- 
rector of press information for the 
television division, with George 
Crandall, who headed the depart- 
ment before the separation of ra- 
dio and video, assigned to the AM 
division as director of press in- 
formation. 


Levine Adds Accounts 
Emanuel Levine Advertising 
Agency, which recently opened an 
office at 1124 Vermont Ave., N. W., 
Washington, has taken over the 
following accounts: Laurel race 
course, Laurel, Md., and Falgy 
Engineering Corp., Bethesda, Md. 


Rubien joins Hilton & Riggio 


Abner J. Rubien, formerly v. p. 
and co-director of the package 
goods division of Dorland Inc., has 
been named a v.p. of Hilton & 
Riggio, New York agency. 


E.]. Powers Changes Name 

E. J. Powers Co., Chicago pub- 
lishers representative, has changed 
its name to Powers-Hayward. H. 
M. Hayward, the new principal, 
has been with the company for 
several years. 


Direct Mail Monthly Debut Set 


“Expose,” a monthly of ideas, 
gadgets and gimmicks for direct 
mail advertisers, has been 
launched by Latz Publishing Co., 
95 Morton St., New York 14. 
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Sargent Appoints Marschalk 


Sargent & Co. New Haven, 
maker of builders’ hardware and 
locks, has switched its advertis- 
ing account from Lindsay Advertis- 
ing Agency, New Haven, to Mar- 
schalk & Pratt, New York. 


Hack Joins Erwin, Wasey 


Jules Hack, formerly a radio- 
TV commercial! writer with Young 
& Rubicam, has joined Erwin, 
Wasey & Co., Los Angeles, in a 
similar capacity. 


Americas 


FOREMOST 
TOY TRADE 
Magarine 


Only ABC Tey Paper 
Oldest in Field 
leeds in Lineage 
Write for New Merket 
Deto Folder 
McCREADY PUBLISHING 

71 W. tied N.Y. 10 


THE MAN FROM FORBES 


...to deliver merchandising impact 


Shaving cream or cigarettes, ink or candy —whatever your 
product, you’ll find you get merchandising impact when 
you get the Facts from Forbes. Our customers find our 
long experience plus continuing studies of printed mer- 
chandising effectiveness are their assurance of the best 
printing process for any job— runs of any length, pro- 
duction only or creative-plus-production. What’s more, 
Forbes offers unique facilities in lithography, letterpress, 
rotogravure and die-stamping — all under one roof and 
one-management control. 


LOOK FOR 


FORBES LITHOGRAPH CO. 


NEW TORK + CLEvEeLanD + BOSTON «+ cHicacoO + tOcHEstee 


Daelwers Marchandsing Impact 


Displays 


Sem sweet 
CHoco.aTEe 


the DRY beer!” 


Floor Stands 


Short-cut to shortcake 


Basket Merchandisers 


“tty beer is RHEINGOLD- 


ead 
N24 
DRAKES 
hanay layers 


Let Drake 
boke your coke! 


24-Sheet Posters 


Transparent 
Cellulose Wraps 


Cookbooks, 
Booklets, Folders 


Calendars 
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Phillips Ramsey, Supermart Set Up 
Unique Agency-Client Relationship 


San Dieco, Aug. 1—A supermar- 
ket and an advertising agency 
can work out an arrangement that 
is mutually profitable if they are 
willing to experiment a little in 
their advertising approach 

This is an opinion shared by 
Food Basket supermarkets and 
Phillips Ramsey Co., which have 
pioneered in an unusual type of 
advertising program for supermar- 
kets 

Realizing that a supermarket “is 


CATCH THE EYE 
When you're looking for 
timely, lively, human-in- 
terest photos t-O-O-K to 
Eye*Catchers for a wide 
variety of subjects. Write 
on letterhead for FREE 
Proofbook No. 15 


EVE*CATCHERS, Inc. 
207 E. 37th St., N.Y. City 16 


about the last place in the world 
to which most agencies would turn 
to develop new business,” W. L 
Phillips, partner in the 
joined with Gerald A. Awes, presi- 
dent of Food Basket, in setting up 
1 unique agency-client relation- 
ship. 


agency, 


gs The relationship was established 
before the first Food Basket store 
was built (the company now op- 
erates two supermarkets). Reason- 
ing that price, within a certain 
range, was no longer an effective 
point of difference in the food 
field, the agency-client “team” 
based the store design on the fol- 
lowing considerations: 

1. Survey of the market area. 

2. Survey of the parking situa- 
tion. 


Lounty Agent J.H 
Bogan (left), of Pin 
gilas County, Florida, 
past president of the 
Wational Association of 
Lounty Agricultural 
Agents, looking over 
Tgome heifers with 


Guernsey Breeder 


how important it is to give him your 


BETTER FARMING METHODS is one of the national 


Make sure County Agent Logan and the 


other 22,000 key farm leaders know your 


JS. Taylor, Ir 
County Agent Logan is a man to impress with your sales story. The 
broad scope of his influence is shown by his activities last year— 
@ Spent 203 days in the field 
@ Made 966 farm visits 
@ Had 3,638 farmer visits in his office 
@ Made 4,161 telephone cails 
@ Published 332 news articles for farmers 
@ Distributed 4,193 farm bulletins 
@ Held 51 extension meetings attended by 3,424 farmers 
That's a good indication of how important it is for Mr. Logan to know 
and accept your products 
sales story through BETTER FARMING METHODS. 
Mr. Logan says: 
agricultural publications that | read and appreciate each month. Its 
coverage of agricultural news has been excellent. It is used frequently 
by our office ond was a great help during my year as president of 
the National Association of County Agricultural Agents.” 
CCA products. 


Reach them consistently through 


their magazine. 


Business Magazine for Leaders who 


TRAIN and ADVISE Farmers 


Getter FARMING METHODS 


WATT PUBLISHING CO., MOUNT MORR 


| the 


and 


location 
of shelf areas 

4. Correct display 
dise and of mechanical aids which 
would make it easy to buy 

It was decided early in the plan- 


3. Proper spacing 


of merchan- 


ning that meat and produce are 
two fields where points of differ- 
ence can be emphasized most ef- 
fectively. Unlike such uniformly 
packaged goods as canned items, 
meat and produce offer a super- 
market a chance to place extra 
emphasis on quality, packaging 
and even price, through volume 
and selective buying, the planners 
reasoned. 

Display was a big factor here, 
too, so Food Basket decided to ad- 
vertise that it “freshens its produce 
bins every hour from morning to 
night.” In the case of meat, vari- 
ety, attractive packaging and ef- 
ficient service were stressed. 


e@ What makes a housewife go to 
grocery store of her choice? 
This was the next problem tackled 
by the agency and client, and they 
boiled it down to the following 
factors: 

1. She wants to get in and out 
faster. To accomplish this a maxi- 
mum number of check-out stands 
was set up; stands were equipped 
with revolving tops, and clerks 
were trained to streamline their 
handling operations. “In and Out 
in Half the Time” was adopted as 
he store’s slogan 


2. The average housewife has 
more contact with her grocery 


store than she has with her closest 
friends, therefore shopping must 
be made more enjoyable. For this 
a series of special events, displays 


and special merchandising fea- 
tures was instituted. In addition, 


a trained home economist was em- 
ployed, her sole function being to 
converse with the housewife and 
answer any questions about food 
yurchase or preparation that 
might be asked 


@ Taking these factors into con- 


| sideration the team aimed at ty- 


ing in all store operations—buying, 


f 


SELLS PROMOTION—Typical page ad for 
Food Basket gives major ploy to a spe 


cial promotion, minor attention to the 
price specials 
personnel training, promotions, 


and actual creation of ad copy—so 
that media emphasis, point of sale 
emphasis, and actual product in 
the form of food and _ services, 
hammered home the same theme 


What does this amount to in 
terms of revenue for the agency” 
Phillips Ramsey is reluctant to 


disclose the actual dollar advertis- 
ing appropriation figure, but does 
admit that its fee is 20% of Food 
Basket’s annual budget. The ad 
schedule calls for a weekly page in 
both the Evening Tribune and 
Union, plus smaller insertions scat- 
tered throughout the week devoted 
to special promotions 

The success of the joint pro- 
gram, started two years ago, has 
led to the establishment of a sec- 
ond Food Basket store, in the 
Pacific Beach section of the city 


New York Chicago Los Angeles 


San Francisco 


Seattle Dallas' Portland Denver Palo Alte 


@ The mechanics of the agency- 


ANOTHER TEXAN—Ira DeJernett 


tificate of honorary citizenship in Texas, 


right), president of a Dallas agency and of the 
Dallas Advertising Club, had to get a Texas gesture into the recent International Ad- 
vertising Conference in London. Here he is congratulating Lord Mackintosh, presi- 
dent of the conference, after presenting him with a Texas hat, a “possport,” a cer 


and assorted other Texas mementoes. 


food store relationship work like 
this: 

There is a conference every 
Monday morning between the ac- 
count executive and the store man- 
agers at which the ad of the week, 
which runs on Thursday, is plotted. 
In addition, the program for the 
next few weeks is roughed out. All 
of this is done against a back- 
ground of a working schedule cov- 
ering a full year of promotion 
events. 

Promotions are tied to calendar 
events at times, and at other times 
are merely seasonal or special. A 
sizable portion of each page ad is 
devoted to the promotion, crowd- 
ing the price advertising, which 
comprises 100% of many other 
food ads 


@ One week the store advertised 
that it had flown in 1,000 Hawaiian 
orchids and 1,000 souvenir leis 


| which would be distributed free to 


its customers during a “Hawaiian 
Days” promotion. Featured items 
that week were Hawaiian sugar, 
pineapple juice; papaya juice, sliced 
papayas, etc. United Air Lines and 
Hawaiian Tourist Bureau cooper- 
ated in the promotion 

For a fish promotion unusual 
species were brought in from 
everywhere and mingled with lo- 
cal products for a promotion which 
took up two-thirds of the weekly 
newspaper display space and one- 
third of the store space in special 
displays 


e During a corn sale all clerks put 
on Farmer Brown hats to tie in 
with counter displays. At Easter 
the firm advertised “Ham & Eggs” 
in big display letters and sub- 
headed the insertion “Tons & Tons 
of Ham.” Food Basket carried 
through on this by creating a dis- 
play of whole hams in one corner 
of the store which literally com- 
prised “tons and tons.” 

The seafoods promotion listed 61 
lifferent items, and in addition 
featured two live goldfish in a 
bowl for 39¢. The copy listed four 
varieties of wine to be served with 
fish. The exterior of the market 
was draped with fisherman's nets 
aS an eye-appeal tie-in. The pro- 
motion carried out the basic theme 
of making it fun to shop at Food 
Basket, and at the same time it 
helped solve family menu _ prob- 
lems. 

Mr. Awes figures he allocates 
about 142% of gross dollar volume 
for advertising and considers this 
every bit as necessary an expense 


of doing business as items for 
clerks’ salaries and equipment 


maintenance 


e@ Here is the way he sums up his 
philosophy: 

“A grocer who is involved in 
buying merchandise, handling store 
personnel, checking the auditor’s 
statements, paying bills, thinking 


about incoming merchandise, 
handling maintenance problems 
and the hundreds of other daily 
details in a large supermarket has 
very little time to think about ad- 
vertising copy, unusual layouts and 
sensational promotional stunts 
“We obtain expert advice on 
fixtures and refrigeration as a mat- 
ter of course and follow the sug- 
gestions made by these experts. We 
likewise wanted an expert's opin- 
ion on the amount of money we 
should spend for advertising and 
information on how that money 
should be spent to get the greatest 
value for each dollar invested. We 
also wanted someone carefully to 


analyze the results and tell us 
whether we were getting our 


money’s worth. So we hired an ad- 
vertising agency.” 

Phillips Ramsey Co. makes per- 
sonal surveys and telephone checks 
to obtain reaction on the promo- 
tions and emphasizes, discards and 
repeats on the basis of data ob- 
tained. These surveys guide future 
copy production and, per se, future 
merchandising policies because the 
two are merged completely in the 
arrangement. 


Kroger 
St. Louis customers 
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Capehart Price Amendment 
Won't Help Admen Much 

WasHINGTON, Aug. 2—Now that 
Congress has written a new price 
law, the Office of Price Stabiliza- 
tion is trying to figure out what it 
means. Particularly the Capehart 
amendment. Clearly, the Capehart 
amendment is important to admen, 
for it wipes out cost squeezes 
which OPS enforced under the old 
law. 

Instead of adjustments only for 
raw materials and factory labor, 
the amendment requires OPS to 
increase prices to reflect all cost 
increases—including sales and ad- 
vertising—incurred subsequent to 
the outbreak of Korean hostilities 

It raises problems. 

In a multi-product company, 
how are increases in indirect costs 
to be allocated among products? 

Or try this: Under the law, OPS 
can toss out “unreasonable and ex- 
cessive” increases. How is it to 
determine when an increase in ad- 
vertising costs is “unreasonable 
and excessive?” How deeply is it 
to explore an ad budget before 
permitting a price increase? 

In any event, the Capehart 
amendment does not spell out the 
end of squeezes, so far as admen 
are concerned. Production costs 
and media rates are not controlled, 
and did not stop going up on July 
26, cut-off date of the Capehart 
amendment. In fact, with paper 
prices moving upwards, media 
rates could be going up substanti- 
ally. 

- e * 

U. S. newsprint manufacturers 
are to meet with the Office of 
Price Stabilization next week to 
talk price increase. It is merely 
a matter of how much 

When mill people were here two 
months ago, the estimated OPS 
pricing rules justified $3 to $5 a 
ton more. Liberalized rules under 
the new price law undoubtedly al- 
low a considerably larger increase. 

There is considerable pressure 
for a full $10-a-ton increase, to 
keep U. S. newsprint prices on a 
par with Canadian. It is rational- 
ized this way: How can we en- 
courage re-birth of a U. S. news- 
print industry unless U. S. mills 
get as good a price as Canadians? 

* . e 

The special House committee in- 
vestigating newsprint heard last 
week that the Interior Department 
and private industries have agreed 
on a big pulp mill for Alaska. Com- 
mittee members hope that eventu- 
ally Alaska will support pulp and 
paper mills sufficient to supply 
about a fifth of U. S. newsprint 
needs. 

It’s a costly job, and private in- 
terests have been slow to respond. 
One reason is lack of power de- 
velopment. Some observers believe 
Alaskan pulp and paper produc- 
tion will lag until an organized 
effort is made to develop power 
available in Alaskan streams. 

os ” . 

The Senate's debate on the post- 
al appropriation for 1952 was spicy 
reading. Major issue was a $16,- 
000,000 cut in postal transporta- 
tion funds proposed by Sen. Paul 
Douglas (D., Ill.). Douglas argued 
that pending increases in postal 
rates will cut postal costs by driv- 
ing magazines and direct mail mat- 
ter from the mail. 

Sen. Harley Kilgore (D., W. 
Va.), chairman of the Senate's 
postal appropriations subcommit- 
tee, said he isn’t counting on a rate 
increase. “I don’t know what mal- 
ignant influences are at work in 


By STANLEY E. COHEN. Washi 


= 


Editor 


the post office and civil service 
committee,” he chided, “but I 
know no rate bill has reached the 
calendar. 

“Until we ourselves correct the 
evil of which we complain we shall 
have to ask the taxpayers to pay 
the fiddler. If the mails are to con- 
tinue to carry such a vast amount 
of personal advertising, someone 
must pay for it.” 

The Senate decided to bet on a 
rate increase. It voted the $16,000,- 
000 cut in transportation funds. 

. . o 

Congress has groused for years 
about government publicity men. 
This year it is doing something 
about them. 


Each appropriation bill going 
through the Senate acquired an 
amendment authorized by Sen. 
Harry Byrd (D., Va.) cutting in- 
formation budgets 25% below 1951. 
Byrd claims information men 
spend too much time “glorifying 
individual bureaucrats.” 

Veteran information men are 
hopping mad. They say the meat- 
ax technique hurts the innocent 
more than the guilty. 

“The fellow who has been doing 
a conscientious job, hasn't any fat 
to spare,” they argue. “The empire 
builders—the fellows Byrd is after 
—can spare 25% without flinch- 
ing.” 


Ennis Forms Sales Service 

Walter Ennis, who recently re- 
signed as merchandising director 
of Calkins & Holden, Carlock, Mc- 
Clinton & Smith, has opened a 
New York sales service to house- 
hold drug, health and cosmetic 
manufacturers desirous of market- 
ing through food outlets. Offices 
of Walter Ennis Associates are at 
545 5th Ave 


3. The copy is convincing. 


PEEK: 


Collier’s for Action 


a: 
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the copy. 


4. Now...she finds WHERE to buy the product. 


A National Habit that helps National 
Advertising get better results 


These pictures show how a manufacturer 
of branded products—through Trade Mark 
Service in the ‘yellow pages’ of the tele- 
phone directory—localizes his national 
advertising... cuts down substitution. 


Folks who are ready to buy look for the 
manufacturer’s trade-mark and the list of 
his local dealers in the ‘yellow pages.’ 


For further information, call your local telephone business office or see the latest issue of Standard Rate and Data. () 


Surveys prove that 9 out of 10 shoppers 
turn to the ‘yellow pages’ for buying in- 
formation. It’s a national habit. 


Trade Mark Service ties your national 
ads closely to the locality in which the 
prospect lives. It’s the kind of advertising 
insurance that pays real] dividends in in- 
creased sales, 
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Parker Pen Co. 
Boosts Fall Ad 
Budget by 40% 


Cuicaco, Aug. 1—Parker Pen 
Co. will spend almost $300,000 
up 40% from last year's invest- 
ment—on a concentrated fall 
newspaper and magazine campaign 
boosting the company’s pens. 

*lans for the fall promotion 
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were unveiled at an unusual lunch- 
eon meeting here yesterday. Park- 
er invited more than 65 newspaper 
representatives to the session “to 
tell them about the company’s 
plans, so that when they call on 
us they will know exactly what 
our problems are,” as ad manager 
David G. Watrous put it. 

Parker is a relatively new user 
of the newspaper medium (AA, 
June 25). The company decided 
to launch a test drive in news- 
papers in February, 1949. Pleased 
by the results, the schedule and 
investment in the medium have 
been expanded for each successive 
campaign. 


s The pen business has three sea- 
sonal peaks—Christmas, early fall 
and May-June. Parker's early fall 
drive this year is the largest ever 
undertaken by the company dur- 
ing the period. 

The campaign gets under way 
Aug. 22, with a four-color spread 


in The Saturday Evening Post. In 
the 17 days following that date, 
two-color pages will run in Better 
Homes & Gardens, Collier’s, Es- 
quire, Life, Look and Scholastic 
Magazine, and newspaper ads will 
run in more than 400 papers. 

As in recent promotions, the 
company is running newspaper 
and magazine ads which are al- 
most identical. The second color 
varies from magazine to magazine 
—in Look, for example, it is black 
and blue; in Life, it is black and 
brown, and in Esquire, it is black 
and red. 


es Among the newspapers, green 
and brown will be used as the 
second colors, since these, Parker 
believes, are the two r.o.p. colors 
which papers can handle best. 
About half of the newspapers on 
the list (201) will carry the copy 
in an extra color. 

In outlining the plans, George 
A. Eddy, assistant advertising 
manager (who is responsible for 


all media), emphasized the im- 
portance of the period between 
Aug. 15 and Oct. 15. Pen sales in 
that two-month period, he said, 
are up 92% above sales in the pre- 
ceding 60-day period. 

This year, copy in the ads will 
seek to build business among stu- 
dents and also to attract buyers 
who begin post-summer shopping 
at that time, consumers who buy 
for replacement purposes and the 
customers who buy pens as gifts. 


® Illustrations will show the Park- 
er $13.50, $10, $5 and $3 pens, 
with brief copy describing each. 
In addition, the ads will feature 
the slogan, “two out of every three 
pens at $5 and more are made by 
Parker.” 

According to Mr. Eddy, about 
4,000 pen retailers are expected to 
tie in locally with the promotion, 
and ads also are scheduled in 165 
college publications. 

J. Walter Thompson Co. handles 
pen advertising for Parker. 


Oo Summer brought 


' Meet The Post 
) Facts & Figures 
Top Stopper 


Consumer Benefit 


to television a second edition of 


“Meet the Press” (Tuesdays, NBC-TV) sponsored by The 
Saturday Evening Post. Aired the night before “Post Day.” 


it allows the announcer to leaf through the week's issue 


and give a tempting glimpse of its stories and articles. 


On this discussion show, Martha Rountree is moderator; 
Lawrence E. Spivak is permanent panel member. 


@ Millions of ordinary people own shares in America’s big 
corporations. Millions more are curious to know what stocks 
are and how the Exchange functions as a national market place 
for investors. The New York Stock Exchange’s new campaign 


gives them the facts. A fresh format and copy that is kept 


lively with a question-and-answer technique attract news- 
paper readers, help broaden the base of industry's ownership. 


© Ads that do a good job of coupon-pulling do not usually 

get high readership ratings. And vice versa, as every mail- 
order man knows. But this half-page Heatilator Fireplace 
advertisement, prepared by BBDO Buffalo for The American 
Home magazine, is an outstanding exception. It not only 
drew a flood of inquiries but placed first in all three cate- 
gories: Noted, Seen- Associated and Read-Most. 


© “RC makes vou feel like new” is a consumer-benefit 
theme developed from what people said Royal Crown Cola 
did for them. They said it made them feel good, gave them 
new energy. This theme is being used in all media, includ- 


ing newspapers, magazines, 24-sheet posters, point-of-sale 
displays, radio and television. Warner Bros. star Doris Day 
is featured in this current Royal Crown Cola advertisement. 
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TWO-IN-ONE—This sketch by Fritz Willis, 

well-known artist, will be used to point 

up the custom fit of the BraVete slip 
mode by Albert Inc. 


Albert Inc. Plans 
Newspaper Roto Ad 


Drive for BraVete 


Cuicaco, Aug. 1—Albert Inc. 
will conduct a concentrated news- 
paper campaign in rotogravure 
sections of metropolitan papers, 
plus an extensive publicity drive, 
to promote its new BraVete slip, 
a nylon-knit garment designed to 
give a custom fit over the bust. 

Preliminary trade announce- 
ments for BraVete will consist of 
full-page ads in Women’s Wear 
Daily on Aug. 16, followed by a 
series of smaller units throughout 
August and September, plus a full- 
page ad in the September issue of 
Lingerie Merchandising. 

Consumer advertising will begin 
late in the fall and will continue 
through the Christmas selling sea- 
son, with full-page ads scheduled 
in the roto sections of newspapers 
in several major markets. Names 
of larger retailers carrying the 
BraVete line will be used in the 
ads, plus a mail order coupon. 

Suggested radio and TV com- 
mercials, publicity releases, and 
a mat service will be sent to re- 
tailers throughout the country. 

Edward A. Grossfeld & Staff 
is the agency. 


Camden Brewery Ads 
Compare Jersey Joe 
with Alltime Greats 


CAMDEN, N. J., July 31—The 
Camden Brewery, producer of 
Camden beer, for the past several 
years has waxed enthusiastic and 
hopeful over Jersey Joe Walcott’s 
chances to win the heavyweight 
boxing championship of the world. 

Befcre every championship bout 
in which Jersey Joe participated, 
the brewery would take space in 
the Courier-Post here and about 
20 community papers in South 
Jersey to wish the current cham- 
pion well. 

On July 18, the day Jersey Joe 
took the crown from  Ezzard 
Charles, the Camden beer ad head- 
lined: “Best of luck, Joe. We hope 
tonight is your night.” 


e Last Thursday the brewery 
followed up the crowning achieve- 
ment of Jersey Joe with a 600-line 
ad in its list of newspapers with a 
tribute to the new champion. The 
ad was headlined, “Tribute to a 
man of noble ideals.” Copy 
likened the new champion to Jack 
Dempsey, Babe Ruth and Red 
Grange, paying tribute to him as 
a truly great man. 

Not once in this entire series, 
written and placed by Wayne 
Advertising Agency of Philadel- 
phia, was any effort made to sell 
Camden beer except for a signa- 
ture at the bottom of every ad. 

The brewery plans to continue 
| this institutional advertising cam- 
| paign throughout the rest of the 

| year. 
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“Hot Flashes” Stopped 


or strikingly relieved 

in 63-80%" of cases in doctors’ tests 
® If you're miserable from the “hot 
flashes,” and accompanying irritable, 
restless feelings of “change of life”"— 
you may be suffering unnecessarily! 

*For ...in tests by doctors ...Lydia 
Pinkham’s Compound and Tablets 
brought relief from such functionally - 
caused suffering to 63°. and 80" ‘re- 
spectively) of the women tested! 
Complete or striking relie}! 


Yes! Research has proved these med- 
ictnes thorough!y modern in action 
has shown you where to look for relief 
from those distressing. nervous, “out 


of sorts” feelings of mid-life “change”! 


So... get Lydia BE. Pinkham’'s Vegetable 
Compound—ory new, improved Tablets, 
with added tron! ( Wonder too, for the 
functional patns of menstrual periods.) 


it acts through « woman's 
Waly | 
an f 


ful 


=) mpathetic nervous system 
to retieve dixtress of those 
awful “heat waves”! 


~ 4 9 


Suffocating “Hot Flashes” stopped 


or strikingly relieved 
in 63-80 %* of cases in doctors’ tests! 
~ know what it has done 
or others! 


* Are you going through 


“change of life” .. . suffer- 
ing the “hot .ner- But do know what it 
vous tension, irritability. will do for you? Not if you 
weakness and other t S haven't expe i the relief 
of functionally-caused dis- tension, “flashes” and irri- 
tress of this difficult time? a & @ often brings at 

Then . . . here's hope for Befor nother day has 

ou! *In tests by doctors, ~ 4 ry Lydis Pinbham's 

ydia Pinkham's Com- the Vegetable Compound. 

and Tablets gave or new cH ed Lie 
relief from such distress... With added iron and dis- 4 
> cover how much easier your 4 

in 63 and 80% ‘respec “change of life” may be! “ 


tively’ of the cases tested. 
Complete or striking relief! 
Surely you know that Lydia 
Pinkham's is scientifically 
modern in action! Surely 


pains 


Younger women and girls 
suffering from functional 


struation 
wonderful too! It conteins no 
pain-deadening drugs’ 


Lydia Pinkham's 
action through 
and distress of men- sympathetic ner- 
-find Pinkham's vous system—re- 
eves distress of 


the“heat wares”! 


NEW APPROACH—These are two of the new ads for lydia new agency, Horry B. Cohen Advertising Co. Emphasis is 


Pinkham‘’s compound and tablets prepared by the company’s 


Cohen Agency Opens Pinkham Drive 
with Copy Stressing Product Claims 


New York, Aug. 1—Lydia E 
Pinkham Medicine Co. Lynn, 


Mass., will launch a new campaign 
for its vegetable compound Aug. 6 
with a new copy appeal in 3,450 
newspapers and with 5 to 15 spots 
a week on 120 radio stations. The 
campaign, which will continue 
through the fall until the holiday 
season, has been prepared by Harry 
B. Cohen Advertising Co. here, 
which officially took over the ac- 
count today from Erwin, Wasey & 
Co. (AA, July 2} 

While the new Pinkham cam- 
paign is national in scope, strictly 
speaking. it conceived and 
planned as a series of simultaneous 
local campaigns tailor-made for 
each state and market area, in 
accordance with a marketing for- 
mula developed by the Cohen 
agency 

Moreover, the campaign in each 
market will be reviewed 


is 


area 


monthly against sales figures and 
agency's 


reports of the market 


CHIEFS—Heading the Cohen agency ore 
Harry Cohen (seated), president, and 
Edward Aleshire, executive v. p. 


representatives in the field. If cir- 
cumstances warrant, AA was told, 
changes in media, in copy empha- 
sis, and in point of sale display 
methods may be adopted. This is 
basically a regular system of bud- 
get control operated by the agen- 
cy as a special department. 


e In planning the campaign, the 
agency made a study of each indi- 
vidual market as the basis for its 
media selection. As a result of this 
study, and additional research for 
better integration and over-lap- 
ping of newspaper space and ra- 
dio time, it was decided to re- 
duce the size of the newspaper ads 
to obtain greater frequency of in- 
sertion and to step up the use of 
radio time. 

Not only is spot radio being used 
for fast action, but there is a 
possibility that television spots and 
a new type of national magazine 
advertising for the Pinkham prod- 
uct may be undertaken in the 
future. 

The present campaign is based 
on new copy appeals directed to 


both old customers and new ones. 
It is expected also that it will 
appeal to women who have seen 
Pinkham advertising but who 
haven't become customers. In addi- 
tion, it is planned to appeal also to 
young women and to women now 
approaching middle age. 


@ Every effort has been made, 
AA was told, to modernize copy. 
In this connection, scientific as- 
pects of the vegetable compound 
based on recent clinical studies, 
which are said to support empi- 
rical evidence of the past two gen- 
erations, have been stressed. 

Blind ads are being used. That 
is to say, the Pinkham name is 
minimized instead of featured, and 
the remedial factor of the product 
rather than the manufacturer is 
being played up. 

Split-run tests have demon- 
strated, the agency has found, 
that “blind” ads on an established 
product get two to three times 
more attention than do open ads. 

In the case of the Pinkham ads, 
which have been promoting the 
same product over a long period 
of years, the idea now is to stress 
claims for the product in the head 
and lead of the copy to attract 
wider readership. 


e While no figures are available, 
it is believed that the advertiser’s 
budget (known to be more than 
$1,000,000 annually) has been step- 
ped up somewhat for the present 
campaign. 

The new Pinkham advertising 
approach being undertaken by the 
Cohen agency follows a pattern 
established during the past few 
years and which the agency has 
used with success for its other ad- 
vertisers in the drug field. 

The formula is a marketing con- 
cept. It uses advertising as an es- 
sential part of the over-all promo- 
tional plan. Starting with an an- 
alysis of the marketing problem, 
broken down by market areas, the 
advertising is planned to make 
the best use of available media 
within the defined area. To deter- 
mine this it is necessary to have 
field representatives in constant 
contact with the regional markets, 
the agency has found. 

“Advertising is essentially mon- 
ey, media and copy strategy, each 
of. which has marketing implica- 
tions,” Mr. Cohen told AA. 

“It consists largely of personal 
service. That is why we feel that 
every executive of our company 
is familiar with our clients’ prob- 
lems and is able to help out in all 
aspects of any client’s marketing. 


s “To handle a client’s advertising 
effectively today,” Mr. Cohen said, 
“an agency has to be familiar with 
the over-all marketing problem. 


now placed on claims for the product. 


This entails both market and prod- 
uct research and analysis, a con- 
cept for an advertising and promo- 
tion campaign based on an over- 
all marketing philosophy, the 
preparation of copy, selection of 
media, marketing followup, and 
all that these imply. 

“That is why we plan to put 
merchandising men into the field 
to follow up and develop market- 
ing situations that will arise from 
the new Pinkham advertising cam- 
paign. We have done this with 
other clients very successfully by 
checking on uses of point of sale 
material, on dealer reactions and 
customer responses.” 

Mr. Cohen is emphatic in his 
belief that “there is no economy 
in mediocrity.” He believes in get- 
ting the best talent available. It is 
established agency policy that all 
key executives are familiar with 
and active on all of the agency’s 
accounts. They work for all of the 
agency’s clients. 

“We will never allow the agency 
to grow beyond the point where all 
clients cannot be given personal 
attention by our key executives,” 
Mr. Cohen said. 


es Mr. Cohen, now 54, was former- 
ly general manager of H. W. Kas- 
tor & Sons, Chicago, and before 
that chairman of the plans board of 
Dancer-Fitzgerald-Sample. He 
started his own agency in New 
York in June, 1947, with one ac- 
count, Grove Laboratories. Since 
then eight additional clients have 
been added. 

Edward Aleshire, 44, executive 
v.p., who has been associated with 
him since the beginning, was for- 
merly a partner in Benton & 
Bowles’ Chicago office, and be- 
fore that was with Blackett-Sam- 
ple-Hummert and H. W. Kastor & 
Sons, also in Chicago. 

Last May, Thomas L. Greer, 
copy group head at J. Walter 
Thompson Co., joined the Cohen 
agency as v.p. in charge of all crea- 
tive departments (AA, June 4). 


|evaluation unit on the 


es As of Aug. 1 the agency added 
14 members to its 
staff and has tak- 
en additional of- 
fice space (AA, 
July 30). Among 
the new members 
of the staff are 
Col. Howard 
Nussbaum who is 
radio and TV di- 
rector; Willard 
Downes, well- 
known illustrator, who has joined 
the art department; June Cerf, 
copywriter, formerly with Biow 
Co., and Stuart B. Smith, formerly 
a v.p. of Young & Rubicam Ltd. 
While most of the agency's pres- 
ent accounts are in the drug field, 
many of its personnel have had 
experience in the food field, which 
has given rise to speculation about 
the accounts it may handle later. 
The agency's current billings are 
believed to be about $5,000,000. 


T. L. Greer 


}@ The appointments are part 


More Paper Price Hikes Appear Inevitable 
But Industry Sees No Drastic Change Now 


New York, Aug. 2—While high- 
er prices for all types of paper 
are expected in the local market 
as a result of the enactment of the 
amended Defense Production Act, 
mill representatives and paper 
merchants believe no immediate 
drastic price changes are likely. 

Moreover, the probability of a 
congressional investigation of 
newsprint prices as a result of 
Sen. E. C. Johnson's letter to the 
Office of Price Stabilization in 
connection with last week's price 
advance of $10—to $116 a ton—on 
newsprint, announced by Crown- 
Zellerbach Corp., is held likely to 
cause mills to hold prices in line 
for the time being 

This opinion, however, 
from unanimous. 


is far 


@ The Colorado senator charged 
that newsprint producers “are 
putting on a squeeze play in de- 
fiance of the law,” which local 
mill representatives say is ridicu- 
lous in the face of mounting pro- 
duction costs. Under the amended 
Defense Production Act, paper 
manufacturers will be allowed to 
increase prices in conformity with 
CPR-22 to cover higher pro- 
duction costs, and OPS has ex- 
tended until Aug. 13 the date for 
mills to file requests for such in- 
creases. 

Soon after the text of Sen. John- 
son's charges was released, Gerald 
E. Young, Crown-Zellerbach v.p., 
said that the company will raise 
the Pacific Coast price to $116 a 
ton only if the new law permits 

As previously reported (AA, 
July 16), St. Regis Paper Co. in- 
creased prices on its machine 
coated paper Aug. 1. West Vir- 
ginia Pulp & Paper Co., which an- 
nounced in July a similar increase 
and which later rescinded the an- 


nouncement (AA, July 9), has put 
its new prices on book paper into 
effect as of Aug. 1. While prices 
vary according to weight and 
grade, the rise is estimated at 
about $6 to $8 a ton. 


s Kimberly-Clark Corp., which 
announced in July an increase of 
$6 a ton on publication roll grades 
and $8 to $10 a ton on sheet grades, 
and which, also, later rescinded 
its price increase, is still holding 
its contemplated price hike in 
abeyance pending “clarification of 
the general price situation.” 

While most magazine publish- 
ers are disturbed by higher paper 
costs, particularly in view of the 
fact that in 1950 an estimated 26% 
of their revenues was spent for 
paper alone, many publishers are 
reconciled to “the inevitable,” and 
see in the amended bill an oppor- 
tunity to cover some of their high- 
er costs by rate adjustments. Ad- 
vertising and circulation rates 
continue to be exempt from price 
provisions of the act. 


e Many people in the paper mar- 
ket seem to believe that if a con- 
gressional inquiry of the paper in- 
dustry is undertaken, it will not 
be limited to newsprint and is 
likely to include both book paper 
and paperboard. 

Little advance buying is reported 
for book paper, and the so-called 
black market in newsprint is in 
what one operator called “the 
summer doldrums.” The asking 
price for spot delivery of news- 
print is still holding at about $265 
a ton delivered here, but persist- 
ent reports of limited transactiofis 
at a lower figure indicate that 
some brokers are willing to liqui- 
date holdings that have been slow 
to move i 

—--. 


2 Admen Named to 
State Department 
Information Posts 


WASHINGTON, Aug. 2—The State 
Department today announced the 
appointment of two experienced 
advertising people to key spots in 
its international information and 
education program. 

The announcement came on the 
heels of the recent elevation of 
Thurman Barnard, v. p. of Comp- 
ton Advertising, New York, to the 
post of general manager of the 
operation. 

Today's appointments: 

Robert C. LaBlonde of Foote, 
Cone & Belding International, as 
acting director of international in- 
formation. 

Ben Gedalecia, director of radio 
and TV research for American 
Broadcasting Co., as chief of the 
program- 
ming and planning staff of the 
office of the general manager 


of 
a regrouping under way with the 
strengthening of the office of the 


| general manager under Mr. Bar- 


nard. 
The office of international in- 
formation, now directed by Mr 


LaBlonde, is one of the two oper- 
ating arms of the information or- 
ganization. It handles the Voice 
of America and related programs 
The other arm is the office of ed- 
ucational exchange. 

Mr. LaBlonde has been with 
State Department several weeks 
He is on leave as v.p. and direc- 
tor of public relations for FC&BI 
Previously he had been with N. W 
Ayer & Son and had been direc- 
tor of public relations for McCann- 
Erickson in Detroit. 

Orville Anderson, who has been 
director of international informa- 


tion, becomes chief of progr 
planning and evaluation in t 
office of the general manager 
this capacity he supervises tle 
evaluation program, now being of- 
ganized by Mr. Gedalecia. ; 
Mr. Gedalecia handled resear¢h 
for ABC and its owned and opef- 
ated stations for the past five yearg. 
He had been with the overseas 
branch of the Office of War In- 
formation, where his duties in- 
cluded program evaluation. 


Ad Director of ‘Inquirer’ 
to Join ‘Herald Tribune’ 


Warner R. Moore has resigned 
as advertising director of the Phil- 
adelphia Inquirer to become busi- 
ness manager of the New York 
Herald Tribune. Mr. Moore will 
also serve as administrative assist- 
ant to William E. Robinson, ex- 
ecutive v.p. of the paper. He will 
assume his new posts late in 
August 

Mr. Moore joined the Inquirer 
as local retail advertising manager 
in 1938 and was named ad direc- 
tor in May, 1947. Prior to that he 
held various ad posts with the 
New York American and the Jour- 
nal-American 


Nichols Joins Noyes & Sproul 


Ira L. Nichols, formerly assist- 
ant professional advertising mana- 
ger of E. R. Squibb & Sons, has 
joined the plans and copy staff of 
Noyes & Sproul, New York ethical 
medical advertising agency. 


Direct Mail Volume Up 13% 
Dollar volume of direct mail 
advertising for the first half of 
1951 was $526,035,060, according 
to the Direct Mail Advertising 
Assn. This represents a 13% gain 
over the comparable °50 figure. 


Parrish Gets H&4W Account 


H&W Co., Newark, maker of cor- 
sets and brassieres, has switched 
its account from Lewin, Williams 
& Saylor, New York, to Amos Par- 
rish & Co. 
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TV Advertising 
Costs Going Too 
High: ‘Fortune’ 


Magazine Insists That 
Creeping Paralysis of 
Costs Threatens Medium 


New York, Aug. 3—"“The big 
story about TV today is no longer 
one of irresistible power. It lies 
rather in the unexpectedly strong 
bargaining position of TV’s com- 
petitors, heretofore given up for 
lost, and in the equally unexpected 
weaknesses of the new 
For television in 1951 is an amor- 
phous mass, given over to fantastic 
complications, and vulnerable 
only the very young (of whatever 
size) can be.” 

This is an opinion advanced by 
Fortune, in the current issue of 
the magazine, with which tele- 
casters—and some other observers 

may take issue. 

“Most crippling of TV’s present 
infirmities,” according to Fortune, 
“is a frost-bitten market, the re- 
sult of a three-year-old freeze on 
station building by the Federai 
Communications Commission.” 
Adding to this limitation is the 
near saturation point reached by 
video ownership in some major 
markets, where only “far lower 


as 


‘prices will reach one group (low 


income) and far better program- 
ming will reach another (very high 
income) group,” it was pointed 
out. 


@® Citing the oft-quoted figures on 
the cost history of the top rated 
#Texaco Star Theater” (NBC), the 
rticle quotes J. H. S. Ellis, presi- 


Tate “ 
$5 RUGDER CEMENT co. 
S10 M MICHIGAN Aye CHICAGO) HLL OLPT A 
COMPOETE LINE OF ARTISTS ATATL RIALS 


dent of Kudner Agency: “TV is 
getting too rich for the average 
advertiser’s purse, no matter how 
good it is.” 

One example is given to indicate 
the trend in advertiser reaction to 
television: 

“But the law of diminishing re- 
turns has begun to operate at even 
the present levels. Some advertis- 
ers, despite technicolored visions 
of the rewards awaiting the faith- 


| ful once the freeze ends, are be- 


medium. | 


ginning to show grave concern 
about the muddled economics of 
the new marvel. When material 
shortages hit Chevrolet (one of 
the biggest TV advertisers) and 
the company cut back its general 
ad budget by a third, it substituted 
local spot programs for its expen- 
sive regular show and put main 
reliance on an old faithful’’—out- 
door advertising. 


@ “Many network executives be- 
lieve the creeping paralysis of cost 
is only a temporary malady and 
that once the freeze is over ‘a 
vastly expanded’ market will give 
advertisers enough for their money 
and overcome their present hesi- 
iancies. Maybe.” 

(Editor’s note: NBC-TV has sold 
out all its available choice night 
time—7:30 to 10:30 p.m.—for fall. 
CBS-TV has a couple of half-hour 
periods open. ABC-TV and Du- 
Mont are signing up new clients 
daily.) 

“But at least one economist is 
certain that the networks cannot 
survive on the sale of advertising 
alone,” the article continues. Here 
Fortune turns to Millard C. Faught, 
who dreamed up a _ 1,000-station 
television system, which he de- 
cided would cost $1.7 billion a 
year—a prohibitive figure for ad- 
vertising to support, he said—in a 
thesis published some time ago. 
Mr. Faught is consultant to Zenith 
Corp.’s president, E. F. McDonald 
Jr. the prime mover behind 
Phonevision—a pay-as-you-see TV 
device 

“Whether or not Faught’s an- 
alysis makes sense, there has been 
no public rebuttal of his suggestion 
that the economic foundation of 
TV is both inadequate and un- 
sound,” Fortune reports. 

The magazine sees subscription 


ALL TIME HIGHS 


in employment 
and payrolls 


mean greater sales opportunities in Metropol- 


itan Peoria 


a highly industrial area (well 


diversified, too). It's the heart of 13 rich agni- 
cultural counties served by The Peoria Journal 


Star. Advertisers and Agencies agree —it's the 


“Best Test Market in the Midwest” 


so why 


not make it your Testing Ground 


reermors \ 


*Not including 


Prolessione 


Sell Employed. ete 


x 
Covers All 


Ward-Grittith 


. Ine. LA Mattonet Representatives 


. 100 THOUSAND Daily Circulation 


SIGHT ‘N’ SOUND—This point of sale 

piece for Harwood’s Canadian whisky 

can be heard as well as seen. Pulling the 

recording tape under a fingernail makes 
it say, “Make mine Harwood’s.”’ 


TV (Phonevision, Skiatron, Tele- 
meter, etc.) as “potentially” able 
to “open up a whole new world 
for movies and education,” once 
it is free to make an appeal for 
the attention of the public. 

“In the hands of Hollywood it 
{subscription TV] could in a sense 
create a kind of network for sup- 
plying of features and variety 
programs, profiting by the long- 
time unfeasibility of connecting 
some markets by coaxial cable or 
microwave relay, and competing 
against free (but filmed) TV 
shows with no other disadvantage 
than a modest admission charge.” 

The magazine admits that Holly- 
wood has not been so thrilled at 
the prospect: 

“It might have been expected 
that so simple a means of turning 
TV’s ruinous competition into 
profit would have been greeted 
with loud huzzas in the film capi- 
tal. Such was decidedly not the 
case.” 


@ The magazine also sees comfort 
for the motion picture industry 
in theater television, particularly 
for coverage of special events such 
as the recent top boxing bouts. 
The article adds: 

“Theater TV, however, is not 
the only or the strongest weapon 
Hollywood has in its anti-tele- 
vision arsenal. In fact, it is more 
a delaying tactic than a weapon, 
for though it can duplicate the 
coverage of TV it has no defense 
against the home comforts of 
Phonevision. Estimates of theater 
closings range as high as 5,000 
within the next five years, some 
even exceed this gloomy figure. 
The making of television films, on 
the other hand, is a weapon by 
which Hollywood can protect it- 


self from TV’s depredations. .. .yet , 


so far neither MGM, Warners nor 
RKO have [sic] even set up tele- 
vision departments.” 

For radio, Fortune 
better things to come: 

“TV’s high costs, inherent day- 
time weakness, and_ difficulty 
crossing time zones on national 
hookups will eventually bring 
many advertisers back to AM ra- 
dio with less expensive, around- 
the-clock programs.” 


predicts 


NARTB TV Standards Group 
Sets Up Four Sub-Committees 


Four sub-committees have been 
set up by the National Assn. of 
Radio & Television Broadcasters to 
speed the drawing up of TV pro- 
gram _ standards. 

The groups will consider (1) 
good taste, propriety and educa- 
tion; (2) public interest programs; 
(3) the composing of a provisional 
code, and (4) observance and en- 
forcement. The TV program stand- 
ards committee also requested 
NARTB management to investi- 
gate a possible national “viewers’ 
evaluation” and agreed it should 
act as a reviewing body to inter- 
pret the standards and advise par- 
ticipating telecasters. 


Hewitt. Ogilvy Adds Three 
Helen Weiselberg, formerly with 
Anderson & Cairns; Mrs. Anne Fos- 
ter, last with J. Walter Thompson 
Co., and William Wright, previous- 
ly with Pabco Inc., have joined the 
copy department of Hewitt, Ogil- 
vy, Benson & Mather, New York. 


te 
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Stockpiling of Materials Hampers 
CMP, Golden Tells Audio-Visual Meet 


Cuicaco, July 31—Manufactur- 
ers of motion picture equipment 
and audio-visual tools were told 
here today by Nathan D. Golden, 
director of the motion picture- 
photographic products division of 
the National Production Authority, 
“that a complication factor in ap- 
plying material controls on copper, 
steel and aluminum, necessary for 
a continuing active defense pro- 
duction, has been the stockpiling 
of these scarce materials by some 
manufacturers.” 

Speaking at the general meeting 
of the National Audio-Visual Assn. 
convention at the Hotel Sherman, 
Mr. Golden stated that “these 
stockpiles have been in excess of 
normal inventory requirements for 
a full quarter or more. Stockpiles 
will be relentlessly reduced to a 
position of industry-wide parity 
by the full operation of the CMP,” 
he said. 

He assured members of the as- 
sociation, however, that CMP will 
not curtail any of their activities 
in the field. “Conversely,” Mr. | 
Golden stated, “we will be striving | 
in Washington to secure adequate 
allocations of scarce materials un- | 
der CMP for the manufacture of | 
the countless audio-visual devices | 
which are so vital to both govern- 
ment and civilian projects.” 


@ The role which 16mm film pro- 
ducers may play in non-commer- 
cial television was outlined by 
Clarence A. Peters, director of the 
National Conference of Christians 
and Jews. Said Mr. Peters: 

“Just recently 209 television 
channels in many cities and towns 
were allocated to non-commercial 
education by the Federal Com- 
munications Commission [in its 
proposed allocation plan]...What 
this means in terms of production, 
distribution and sales of 16mm 
films hardly anyone can estimate. 
At the very least, it is the great- 
est production and distribution 
problem ever presented to the in- 
formational film industry.” 

At the trade show held in con- 
junction with the convention, 
more than 100 manufacturers ex- 
hibited motion picture equipment 
and allied products in the audio- 
visual field. 

Among the new products and 
sales aids announced was Admatic 


Projector Co.’s new portable, auto- 
matic counter display, the Ad- 
master. The unit is mechanically 
operated and holds from six to 
18 standard 8x10” horizontal 
photographs or other illustrative 
materials. It is said to be especial- 
ly flexible in the utilization of 
color or b&w photos, lithograph 
sheets, photo-gelatin processed 
pictures and magazine ad repro- 
ductions. The price will be $124 
complete with light fixture. 

Pentron Corp., Chicago, intro- 
duced its new Pentron tape play- 
er, designed for playbacks of mag- 
netic recordings. The device is 
said to be especially suitable for 
agencies and sales departments in 
sales presentations and playbacks 
of tape-recorded commercials, etc. 
The price, without amplifier, is 
$69.50; with built-in amplifier, 
$89.50. 

Both RCA Victor and Ampro 
Corp., Chicago, unveiled 16mm 
sound film projectors using a mag- 
netic sound track, which makes it 
possible to record sound on films 
as they are being projected. The 
magnetic sound track operates in 
much the same way as a magnetic 
tape recorder, in that erasures and 
re-recording can be done at the 


|same time. 


se Also in the new products cate- 
gory is a new development in 
phonograph cartidges by Lindberg 
Instrument Co., Berkeley, Cal., in 
which considerable interest has al- 
ready been expressed by Admiral 
Corp. and Webster-Chicago Corp. 

Lindberg’s new phono pickup, 
called Fluid Sound, reportedly 
gives increased fidelity in record 
reproduction. 

Incorporation of the new pickup, 
by Admiral, Webster-Chicago, and 
most likely other phonograph 
manufacturers, will undoubtedly 
result in considerable promotion, 
giving new life to the admittedly 
quiescent mass-produced phono- 
graph market. 

Encyclopaedia Britannica Films 
Inc. announced at the meeting its 
acquisition of Films Inc., distribu- 
tor of 16mm feature films pro- 
duced by Twentieth Century Fox 
and Warner Bros. Under terms of 
the agreement, Films Inc. becomes 
a wholly owned subsidiary of En- 
cyclopaedia Britannica Films. 


REPRODUCTIONS 


FROM 


KRODACHROME / 


ITSELF & // 


f 


f 


LIKE LIFE / 


Exclusive techniques 
retain the natural charm 
and realism of this 
difficult medium 
Practically limitless 
alterations of subject 
matter are possible 
without touching 

the transparency 
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Beautiful Color Work ¢ Outstanding Black & White 
600 W. Van Buren Street, Chicago 7 
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Hart, Schaffner 
Issues Another 
Dealers’ ‘Bible’ 


Cuicaco, Aug. 2—Hart Schaffner 
& Marx still believes in furnish- 
ing its dealers with a wealth of 
advertising service and informa- 
tion, as evidenced by the latest edi- 
tion of the company’s semi-annual 
advertising service brochure. 

The first section of the new 
brochure is devoted to newspa- 
pers, and lists what HS&M consid- 
ers the basic principles of effec- 
tiveness for newspaper retail ad- 
vertisements to men. These in- 
clude: 

1. Insure quick, easy visibility 
by using one large element—a 
large picture or a large headline. 

2. Use or create news about your 
merchandise. 

3. Use short text with a lot of 
facts and a strong urge to “buy 
now.” 

4. Display the price, store name, 
and brand name. 

5. Make headlines informative 
and layouts simple. 

6. Avoid too much display and 
type that is too hard to read. 


@ This section also reproduces the 
r.o.p. color ads of 24 stores that 
utilized artwork from color page 
ads run by HS&M in Life and The 
Saturday Evening Post last March. 

Another section of the brochure 
is devoted to a display of ad mats 
available to dealers. Formerly 
available without cost, these mats 
are now charged for at the rate 
of $1 each, with a 50¢ rebate to 
the dealer for each mat he actual- 
ly uses. The section also contains 
tips on proper use of the mats, 
how best to utilize newspaper | 
space available, etc. 

Suggested editorial and institu-| 
tional ads, plus a wide variety of | 
mats for miscellaneous items of | 
men’s furnishings. are presented in 
a third section of the dealers’! 
brochure. HS&M compares the use | 
of these mats of small items with | 
“the pinch of garlic that makes 
the salad complete.” 

A newcomer to the ad service 
book is a section on “How to 
Write a Letter.” It contains sam- 
ples of what HS&M considers a 
well-planned, well-written letter, 
and offers pointers on how to ap- 
proach the problem of writing a 
good business letter. It even rec- 
ommends the proper stationery to| 
use, 


s In a section entitled “Yak-Yak- 
Yak,” which is defined as “an| 
Americanism that has come to) 
mean loose, vapid, vacuous and 
meaningless chatter,” HS&M pre-; 
sents a number of suggested radio 
and TV commercials. In prepar- | 
ing these commercials, the com- 
pany is careful to point out, it has 
attempted to shy away from the 
“Yak-Yak-Yak” category into 
which, unfortunately, many radio} 
and TV commercials fall. | 

The last section is devoted to 
the distaff side, discussing vari- 
ous elements in tailoring and styl- 
ing of women’s suits and also con- 
| taining suggested ad mats. 

Apparently the copy writer 
tired a little by the time he reached 
this section, however, because he 
starts resurrecting what has un- 
doubtedly become the most abused 
| statement of our time, viz: “Old 
suits never die... they don’t even 
fade away.” 


| Lincoln Kinnicutt Named A. M. 
Lincoln N. Kinnicutt has been 
}named ad manager of LaPointe- 
| Plascomold Corp., Windsor Locks, 
Conn., manufacturer of TV anten- 


formerly am account executive 
with F. W. Prelle Co., LaPointe’s 


SUMMERTIME CARD—Seymour Margules (right), od manager of the Carstairs 

division of Calvert Distillers Corp., and Arthur Cohn of Arthur Cohn & Associates, 

look over new Carstairs cor cord appearing this summer in more than 50 trans- 

portation systems along the eastern seaboard. Cohn & Associates is transportation 
agency for Calvert. 


Videodex Network TV Ratings 
Week of July 5-11, 1951 


Copyright by Jay & Graham Research Inc. 


Program Popularity 
rogram 


Rank 09 (%) 
1 Toast of the Town (CBS, Lincoln- 

Mercury, 40*) 31.1 
2 Kraft TV Theater(NBC, 41*) 30.7 
3 Philco Playhouse (NBC, 58*) 28.2 
4 Westinghouse Summer Theater 

(CBS, 50*) 27.8 
5 Hopalong Cassidy (NBC, General 

Foods, 17*) 27.4 
6 Freside Theater (NBC, P&G, 50*) 27.4 
7 Talent Scouts (CBS, Lipton 

Tea, 23*) . 26.7 
8 Lights Out (NBC. Admiral, 43*) 25.7 
9 Amos ‘n’ Andy (CBS. Biatz, 46*) 25.6 


10 What's My Line (CBS, Stoppette 
28*) 


25.1 
*Number of cities in which program was telecast 


Total Homes Reached 


Rank rogra (000 
1 Toast of the Town (CBS, Lincoln 

Mercury *) 3.485 
2 Philco Playhouse (NBC, 58*) 3,467 
3 Westinghouse Summer Theater 

CBS, 50*) 3,341 
4 Kraft TV Theater (NBC. 41°) 3,152 
5 Martin Kane (NBC. U. S. Tobacco, 

58*) 051 
6 Original Amateur Hour (NBC. P. Loril- 

lard nd 
7 Fireside Theater (NBC, P&G, 50") . 2.972 
8 Break the Bank (NBC, Bristol- 

Myers, 56*) 2.874 
9 Amos ‘n’ Andy, (CBS. Biatz, 46*) ..2.815 
10 Godfrey & Friends (CBS, Chester- 


field, 49*) 2.763 


Ohio Sees ‘Sohio Reporter’ 
Warren Guthrie's “Sohio Re- 
porter” is being telecast over Sta- 
tions WLW-C, Columbus; WLW-T, 
Cincinnati; WLW-D, Dayton, and 


WSPD-TV, Toledo. The _ show, 
originating from Station WXEL, 
Cleveland, is shown from 12 to 


12:10 a.m. daily in all cities ex- 
cept Toledo, where it is carried 
Tuesday, Thursday and Friday. 


Manger Names Colton Agency 

Manger Hotels, New York, has 
appointed Wendell P. Colton Co. 
to handle advertising of its eight 
hotels. East Coast newspapers and 
trade publications will be used. 
Moore, Coughlin Associates for- 
merly had the account. 


Estes Joins ‘Army Times’ 

Walter Estes, formerly with 
Kable News Co., has been named 
assistant circulation manager of 
Army Times and Air Force Times, 
Washington, to supervise circula- 
tion in England. 


Druggists’ Assn. Members 
Report Sales Up by 11% 


A “Survey of 1950 Operations of 
Service Wholesale Druggists,” cov- 
ering 132 of the 244 members of 
the National Wholesale Druggists’ 
Assn., discloses that sales for all 
reporting houses increased 11% 
over 1949. 

Net profits before 
creased from 3.3% 
4.1% 
50% 
earned a net profit after taxes last 
year of some 2%. The study, re- 


taxes in- 


in 1949 


leased by the NWDA, highlights | 


details of operating expenses. 


Coen Joins Lang, Fisher 

Edward J. Coen, formerly pro- 
motion director of the Cleveland 
Arena, has joined Lang, Fisher & 
Stashower, Cleveland, as execu- 
tive on the Cleveland Indians 
(baseball) and Browns (football) 
accounts. He replaces Robert O 
Fishel, who resigned to become 
promotion director of the St. Louis 
Browns. 


| agency, 


WANTED: 
the 1 CREATIVE ART DIRECTOR in 1000 


You ordinarily don’t answer ads. But you will answer 
this one. Because this Art Director's job is with the 
agency you've always wanted to be with. It’s the creative 
man’s agency, the best of the Big 10. 


The money is good, and so is the opportunity. The ac- 
counts you will work on are national. There is a liberal 
profit sharing (bonus) and trust fund in addition to 
salary. You will live in Chicago. 


You must be experienced in creating crisp, clean layouts 
on national accounts. You marry beauty with sales-sense 
in your design, and you get a kick out of drawing figures 
and plotting human-interest situations. You're at home 
in all mediums and techniques, although you may be 
strongest in one. You work from first rough to finished 
ad and control the results all the way. You like people, 
like to work closely with writers in achieving well-de- 
signed pages that se// merchandise. 


You are, in fact, the 1 art director in 1000. You want 
to work here because you'll do the kind of work you've 
always wanted to do. Drop us a note. We'll protect your 
confidence. Our own men know of this ad. 


Box 7930, ADVERTISING AGE 
200 E. Illinois St., Chicago, Ill. 


' 
to 
last year. With an estimated | 
federal income tax, members | 


GREATER MiAM| 


CHANNEL 4 Miami 
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Summertime Is 
Paytime to ABC: 
Adds More Shows 


(Continued from Page 1) 
Music” moved into the network's 
Sunday night radio lineup after 
several years on NBC. This pro- 
gram is now on hiatus. ABC's 
radio lineup for the company also 


includes “My True Story” (15 
minutes, five mornings weekly) 
and “News of Tomorrow” (15 


minutes, four nights weekly). Dan- 


cer-Fitzgerald-Sample handles 
this account. 
es Meanwhile, Mutual Broadcast- 


ing System got in line for a share 
in terling’s advertising budget. 
Effective Oct. 1, the company will 
sponsor “Ladies Fair” with Tom 
Moore over 535 MBS stations Mon- 
days through Fridays from 11 to 
11:25 a.m., EST. 

Other new business at Mutual: 
Wildroot Co., through Batten, Bar- 
ton, Durstine & Osborn, started 
airing a five-minute baseball sum- 
mary, afternoon and evening, fol- 
lowing the Sunday broadcasts of 
the big league “Game of the Day.” 

ABC's Sterling Drug windfall 
followed close on the heels of the 


-NOW- you can pinpoint your advertising to 
AMERICA’S ARMED FORCES — 
spendable income than ever before! _ 


: ‘sell them, tell them-through 
ARMY and AIR FORCES BASE NEWSPAPERS 


W._ 8 BRADBURY CO 


122 EAST 42nd ST. NY 


MU 3.7595 


company’s big Bristol-Myers sale 
(AA, July 30). The bulk of this, 
too, was acquired from the com- 
petition—-NBC, in this case. In- 
cluded in this lineup, effective in 
the fall, are “Break the Bank” (30 
minutes, three mornings weekly, 
now NBC-AM), “Mr. D. A.” 
(Wednesday night, now NBC) and 
the TV version of “Mr. D. A.,” a 
newcomer to the video airwaves. 


es NBC, which was on the losing 
end of the Bristol-Myers switch, 
gained by another advertiser's 
shifting network allegiance. As of 
Sept. 11 (10 to 10:30 p.m., EDT) 
Philip Morris & Co. will move “The 
Bickersons” from CBS to NBC, 
with the half-hour of Columbia 
radio time to be dropped. This 
marks the cigaret maker’s return 
to NBC after an absence of ap- 
proximately two years. 

In the same product category, 
Liggett & Myers Tobacco Co. is 
completing plans for a new 30- 
minute telecast to be aired Sun- 
days at 7 p.m., EDT, over NBC. 


Bob Hope will be one of several 
featured comedians who will fight 
it out with Jack Benny, heard at 
that hour on CBS-AM for Lucky 
Strike, for the attention of the 
public. Cunningham & Walsh 
services the Chesterfield account. 


@ ABC's success at wrapping up 
dual radio and video sales in re- 
cent weeks has led to specula- 
tion that the company is enticing 
sponsors with a package offer of 
some sort. A query to the network 
indicated that such might well be 
the case, though Robert Kintner, 
president, declined to reveal any 
of the secrets of these “combina- 
tion” contracts. 

A likely guess is that it boils 
down to an advertiser's being of- 
fered a good television time spot 
in exchange for a radio program. 


D. J]. Winter Appointed S. M. 
D. J. Winter, central regional 
manager of British American Oil 


Co., Toronto, has been promoted | 


to sales manager. 


THERE'S NOTHING ELSE LIKE IT IN CANADA 


THE STAR WEEKLY has a combination of unusual 
features that make it unique as a selling force in 


Canada. 


Every centre is covered. The Star Weekly offers broad, 
steady coverage of English-speaking Canada, down to the 


smallest hamlet. Wherever there are 60 or more English- 


speaking families there's a Star Weekly carrier boy—and 


good Star Weekly coverage. Your sales force is backed 


consistently across the country—with the heaviest con- 


centration where the population and sales are heaviest. 


Readers know what they're buying. Star Weekly readers 


pay cash, of their own accord, for each week's edition. 


They buy it because they like it and want it, as years of 


steady growth have shown 


Advertisers know what they're buying. Advertisers know 


they're getting proven interest when they advertise in the 


the STAR 


Star Weekly. They know, from long experience and many 


keyed tests, how powerfully advertising pulls in the Star 


Weekly. 


Choice of rates. Star Weekly advertisers can use the Star 


Weekly to fit their budget by 


selecting from different 


sections at different rates. Whether it be one of the two 


Magazine sections, the Rotogravure or Comics, there is 


proven high readership per dollar. 


Your dealers know the story. Another good thing about 


advertising in the Star Weekly is that your dealers know its 


effectiveness. They read it themselves, in many cases, and 


they've seen how Star Weekly advertising pulls customers 


into their stores. 


The Star Weekly offers value—to both advertisers and 


readers. And that is the reason it Carries more advertising 


than any other national publication in Canada! 


WEEKLY 


PUBLISHED AT 80 KING STREET WeEsT, TORONTO, CANADA 


Montreal Office: University Tower 


U.S. Representatives: Ward-Grithth Co. Inc. 


House Studies 
New $3,100,000 
Army Ad Budget 


(Continued from Page 1) 
and time it buys for the services. 
Adequacy of Grant was ques- 
tioned by Rep. Harry Sheppard 


(D., Cal.) after the services an- 
nounced that special recruiting 
publicity assignments were sub- 


| contracted through Grant to Hill 


& Knowlton and Adolph Wenland 
& Associates, Hollywood. 


e “If Grant lacks personnel, ex- 
perience and contacts, why could 
| not other agencies be asked to 
outline programs?” he asked. 
His investigation of Grant dug 
into the controversy that raged 
| two vears ago after spokesmen for 


| 
| 
| 


| Ruthrauff & Rvan and N. W. Ayer 
|}appeared before the Senate ap- 
propriations committee to pro- 
test renewal of the recruiting ac- 
count then held by Gardner Ad- 
vertising, St. Louis. 

Among the questions Rep. Shep- 
pard fired at Mai. Gen. T. J. Han- 
ley, chief of military personnel 
procurement, were: 

1. How was Grant picked as a 
successor to Gardner? 

2. Who were the Gardner peo- 
ple hired by Grant after the ac- 
count shifted? 

3. Was the transfer anything 
more than a change in names? 

In his answer, Gen. Hanley 
pointed out that only four men 
shifted with the account, and that 
each was “a subordinate” in the 
Gardner agency. “There was and 
is no connection between the two 
agencies,” he said. 


@ He pointed out that a selection 
board considering presentations 
for the account in 1948 reported 
that the Grant agency was capable 
and qualified. While Grant did not 
get the account at that time, he 
said the Secretaries of the Army 
and Air Force had this report when 
they selected Grant for the ac- 
count late in 1949. 

He defended the use of Hill & 
Knowlton and the Wenland agen- 
cies for special publicity projects 
by contending that “subcontract- 
ing for a particular specialized job 
is engaged in to some extent by 
nearly all agencies when a particu- 
lar job is required.” 

Rep. Sheppard told ApVERTISING 
Ace this afternoon that he is not 
entirely satisfied with Gen. Han- 
ley’s answers, particularly with re- 


spect to the Hill & Knowlton 
($65,000) and Wenland (under 
$25,000) contracts. 


“If these services were neces- 
sary,” he said, “I feel the contracts 
should have been directly between 
the services and the agencies. 

“By subcontracting through the 
Grant agency, the public is forced 
to pay Grant a profit on the op- 
eration.” 

Rep Sheppard said he intends to 
continue to press the issue. 


WGN Radio and TV Appoint 
_Hollingbery National Rep 


Stations WGN and WGN-TV 
will shortly announce their ap- 


| pointment of George P. Holling- 
|bery Co. as exclusive national 
| representative. Ben H. Berentson 
formerly represented the stations 
in the East, and Keenan & Eickel- 
berg on the West Coast. 


Transitads Hikes Chi. Rates 


National Transitads will raise 
— on Chicago surface lines to 
about 5¢ per 1,000 circulation, ef- 
fective Oct. 1. In the slightly less 
than 10% across-the-board in- 
crease, the cost of 12 months of 
full service for an 11x28” space, 
for example, will move from $3,- 
795 to $4,150. 
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Hamilton Watch Co. 
Wins Legal Battle 
with S. Klein Store 


(Continued from Page 1) 
In return for the consent decree, 
Hamilton withdrew its request for 
damages. 


e The proceedings grew out of a 
rash of advertisements in June in 
which Hamilton watches were of- 
fered at prices as much as 50% be- 
low fair trade minima. Hamilton 
argued that these advertisements 
deceived the public and injured 
Hamilton. 

Under the new decree, Klein is 
enjoined from selling, offering or 
advertising watches with the name 
“Hamilton” on the dial, uniess each 
and every part is made by Hamil- 
ton or under a Hamilton agree- 
ment; selling watches with the 
Hamilton name on the box or in 
the package unless the watches 
were made by the company or 
under their agreements; and claim- 
ing that fair trade prices are be- 
ing cut when selling watches to 
which the fair trade prices do 
not apply. 


Stanley P. Irvin. 
BBDO V.P.., Dies 


BurFa.o, Aug. 2—Stanley P. Ir- 
vin, 58, a v.p. of Batten, Barton, 
Durstine & Osborn and manager of 
the agency’s local office, died here 
yesterday of a-heart attack. 

Born in Hebron, Ind., and an 
alumnus of the University of Il- 
linois, Mr. Irvin's first job was 
selling classified ads for the Chi- 
cago Daily News. 

In 1916, he joined the Goodyear 
Tire & Rubber Co. in the sales 
promotion department. Later he 
did sales work, until he went over- 
seas in World War I. After the 
war, he returned to Goodyear and 
worked in the export advertising 
department until 1921, when he 
became a copywriter with the old 
Beaverboard Co. here. 

In 1927, he joined BBDO as a 
copywriter and account executive 
He became a v.p. in 1935, and was 
placed in complete charge of the 
Buffalo office in 1939. During the 
same year, he supervised the es- 
tablishment of the agency's Cleve- 
land office. He was made a direc- 
tor of the company in 1940. 

Mr. Irvin was a v.p. and director 
of the Plasti-Liner Co., a mem- 
ber of the University of Illinois 
Foundation, and was active in the 
Buffalo Chamber of Commerce, 
the Buffalo Club, and the Buffalo 
Advertising Club. 


FRANK D. BRIMM 

DatLas, July 31l—Frank D. 
Brimm, 57, Dallas manager of the 
Katz Agency Inc., since 1929, died 
July 29 of cancer. 

As a youth he entered adver- 
tising with the Oklahoma Publish- 
ing Co. Later he was advertising 
manager of the Marland Oil Co., 
Ponca City, Okla. 


GEORGE L. BURKE 

CincINNATI, Aug. 1—George L. 
Burke, 57, president of the Burke 
Marketing Research Inc., Cincin- 
nati, and widely known in nation- 
al research circles, died Monday 
at his home. 

He was a past president and one 
of the local founders of the Cin- 
cinnati chapter of the American 
Marketing Assn. 


LEON KARP 

PHILADELPHIA, Aug. 3—Leon 
Karp, 48, associate art director of 
N. W. Ayer & Son, died yesterday 
in New York. 

Mr. Karp joined Ayer in 1927 
as a layout artist and came to be 
generally recognized as one of the 
nation’s top art directors, winning 
numerous awards in his field. 


| spots. 
| dependent researchers, supervised 


Last Minute News Flashes 


Ralph Nicholson Heads ‘Charlotte Observer’ 


Cuarvotre, N. C., Aug. 2—-Ralph Nicholson, publisher of the In- 
dependent, St. Petersburg, Fla., yesterday became president and pub- 
lisher of the Charlotte Observer, one of the biggest morning dailies in 
the South. Mr. Nicholson succeeds the late Curtis B. Johnson as head 
of the Observer. He has also acquired an interest in the paper. Former- 
ly publisher of the New Orleans Item, Mr. Nicholson said he will keep 
the St. Petersburg paper. He is selling his interest in the Tampa Daily 
Times (AA, July 30). 


Seth Thomas to Introduce Wrist Watch Line 


New York, Aug. 3—Seth Thomas Clocks division of General Time 


| Corp. is entering the wrist watch field and will start shipments in Sep- 


NEW FLY CATCHER—Here are two of the 
merchandising pieces to be distributed 
to retailers by Dioptron Co., Milwaukee, 
in its new soles program for Big Stinky 
fly traps. Eleven midwestern states will 
be covered in the program by Schneider- 


notch Woukech. 


lor 


Co., 
Stinky distributor. 


NARTB Standards 
Committee Ready 
to Draft TV Code 


WASHINGTON, Aug. 2—The TV 
Program Standards Committee of 
the National Assn. of Radio and 
Television Broadcasters, holding} 
its first meeting here this week, 
split into four sub-groups to work 
out initial drafts of a TV code. 

One subcommittee, under Wal- 
ter J. Damm, WTMJ-TV, Milwau- 
kee, which is charged with the 
portion of the standards dealing 
with advertising practices, agreed 
to get down to business in Milwau- 
kee next Wednesday. 

All four groups are to have their | 
initial drafts completed by Oct. 2, 
when the full committee will re- 
assemble at NARTB headquarters 
here. 


Wis., Big 


es The drive for TV program stan- | 
dards is the outgrowth of the all- 
day meeting of telecasters here | 
June 22. 

A resolution adopted by repre- 
sentatives of about 75 stations 
present at that meeting instructed | 
NARTB President Harold E. Fel- 
lows to prepare standards for con- 
sideration at a fall meeting of the | 
association’s entire TV member-| 
ship. In February, FCC announced | 
that it also is planning to hold a| 
conference on TV programming. 

As outlined at the committee’s | 
meeting here Monday, NARTB’s 
interest in TV programming would 
be a continuing operation. In ad-| 
dition to issuing and administer- 
ing standards, NARTB would un- 
derwrite, on a periodic basis, na- 
tionwide studies of “viewer's eval- 
uation of TV,” with a view to 
determining programming sore 
Surveys would be by in-| 


by Dr. Kenneth Baker, NARTB’s 
research chief. 


e In general, the committee was 
told that its problem is to write 
standards to please listeners rath- 
er than advertisers. Committee 
members believe the TV standards 
will be far more restrictive on 
programming and advertising ex- 


cesses than NARTB’s standards 
for radio. 
The subcommittees will work 


on (1) advancement of education 
and culture, responsibility toward 
children, decency and decorum; 
(2) news and public events, reli- 
gion, community responsibility, 
controversial issues; (3) advertis- 
ing practices, and (4) standards 
observance. 


Alho Will Drop ‘Liberty’ 

Liberty, purchased by Alho 
Publishing Co. in June, 1950, (AA, 
June 19, 1950) will be dropped 
after the Septen.ber issue, accord- 
ing to A. Lawrence Holmes, Alho 
president. The magazine, which 
was originally launched in 1924 by 
Col. Robert McCormick of the Chi- 
cago Tribune and Capt. J. M. Pat- 
terson of the New York Daily 
News, was published by seven dif- 
ferent owners during its lifetime. 


tember of 18 models ranging in price from $30 to $67.50. Advertising 
reportedly will be launched in October issues of Life and The Satur- 
day Evening Post. Batten, Barton, Durstine & Osborn resigned the watch 
portion of the account because it conflicted with Hamilton Watch Co., 
and J. Walter Thompson Co. is handling advertising for Seth Thomas 
watches. 


Admen, Others Get Priority on Printing Plates 
WASHINGTON, Aug. 3—National Production Authority today author- 
ized advertisers, agencies, publishers and printers to issue “DO-MRO” 
priorities to obtain printing plates. No application to NPA is neces- 
sary. A DO-MRO is served on the plate-maker, who uses it to re- 
plenish his inventory. In ordering plates, the purchaser merely cer- 


| tifies that he is entitled to order under CMP Reg. 5, and to use the 


symbol “DO-MRO.” 
GE Switches Fall Agency Assignments 


Scuenectapy, N. Y., Aug. 3—Production of General Electric’s “Fred 
Waring Show” (CBS-TV) will switch from Young & Rubicam to Bat- 
ten, Barton, Durstine & Osborn Nov. 1. The summer re- 
placement of the show has been one of the problem telecasts of the sea- 
son. BBDO, which places general company advertising for GE, is not 
currently handling any of its radio or TV shows. Come fall, Y&R will 


handle two new GE telecasts, a Bill Goodwin twice-weekly stint over | 


NBC (GE major appliances) and three 15-minute segments weekly on 
Gary Moore’s CBS show (small appliances). 


WTM]-TV to Cancel ‘Amos’; Other Late News 


OPS Rule Would 
Free Agencies 
from Controls 


(Continued from Page 1) 
price control law. 

The need for an exemption for 
idvertising agencies was brought 
o the attention of OPS by indus- 
ry members after ADVERTISING 
AGE reported that OPS considered 
‘hat agencies were bound by Ceil- 
ing Price Regulation 34, a broad 
“freeze” order requiring all “serv- 
ice trades” to file price lists with 
local OPS offices. 


@ Max Feinberg, chief of the di- 
vision, admitted at the time that 
agencies might be getting conflict- 
ing interpretations of the order 
‘rom their local OPS offices, but 
that it was his opinion that they 
were obligated to file price lists. 
Up until that time (June 28), 
PS had not received any appli- 
‘ation from the agency business 
for an exemption from the order. 
(Industry members said in New 
York that they had assumed the 
agency business, which was ex- 
empt from control during World 
War II, would continue to be ex- 
empt from OPS regulations.) 
The first suggestion that they 
zuessed wrong was contained if 


| Apvertisinc Ace June 18. The col 


e@ The National Assn. for the Advancement of Colored People re-| 
ported Friday that Walter Damm of WTMJ-TV, Milwaukee, has noti- | 


fied Blatz Brewing Co. that it will not carry the Amos 'n’ Andy TV 
show after the expiration of the original 13-week period. Mr. Damm 
could not be reached for confirmation 


@ George Hakim, formerly cooperative advertising manager of the 
receiver sales division of Allen B. DuMont Laboratories, has been 
named advertising manager. He replaces Henry R Geyelin, who re- 
cently was assigned to coordinate the advertising activities of all divi- 


sions of the company. 


e John E. McMillin, formerly with Maxon Inc., Detroit, and Comp- 
ton Advertising, has been named account executive with Cecil & Pres- 
brey, New York. 


@ Dan Wallack, formerly with Ted Mack's “Amateur Hour,” on pro 
motion and publicity, has joined Marfree Advertising, New York 
Howard Eisenberg, formerly a copywriter with Blackstone Advertis 
ing, has also joined Marfree. 


e Henry Johnson, previously an account executive with Benton & 


| Bowles, and Frank W. Linder, last with McCann-Erickson, have joined 


the J. Walter Thompson Co. Mr. Johnson, who'll work out of the New 
York office, is a former ad director of Sylvania Electric Products Co. 
Mr. Linder will work in Miami 


@ DuMont Television Network, New York, today (Aug. 3) totaled 
the week's business and reported sales of more than $1,200,000 to such 
clients as: P. Lorillard Co. (Lennen & Mitchell) for “Dow n You Go,” 
a new weekly 30-minute panel show; George S May Co., for two golf 
tournament telecasts; Atlantic Refining Co. (N. W Ayer & Son), and 
Brewing Corp. of America (Benton & Bowles, Lang, Fisher & Stash- 


| ower) for 22 professional football games. 


Various Media Give | published by Parents’ Institute 
| New York, will increase the cost 
Boosts to Ad Rates of a b&w page from $4,100 to 


$4,550 with its February issue: ; 
“ ia s ary issue; and 
Cuicaco, Aug. 3—A U.S. daily,| rates for Men’s Wear will rise an 


a Canadian weekly and a Hawai-) ayer, . 

: ‘ . gs é ge of 12%2% > , 
ian transit company have joined! 1. es beginning Aug 
a Reader’s Digest foreign edition 
and a consumer and a trade pub- 
lication in raising their ad rates. Webb Leaves Y&R to Become 
Executive V.P. at LaRoche 


The Chicago Sun-Times blamed | 
newsprint and production costs| James D. Webb, who spent nine 
for increases of daily retail ad years with Young & Rubicam as 


rates of from 5¢ a line down to V.p., contact su- 
3.9¢ a line for heavy advertisers, pervisor and 
effective Sept. 1. The Toronto Star stockholder, has 
Weekly cited cost increase figures | joined C. J. La 
in anouncing that a line will cost Roche & Co., 


$2.50 instead of $2.25 on Jan. 2. New York, as ex- 


Honolulu Rapid Transit Co. is ecutive v.p. At 
now charging $175 per month for Wet come Mr 
full service of 11x21” cards, an ebb was v.p 


and general man- 
ager of the Jones 
& Brakeley agen- 
cy and ad man- 
ager and mer- 


increase of $50. Other rates went 
up proportionately, except for 
outside rates, which were un- 
touched. 

In January, a b&w page in the 
Reader's Digest Canadian editions 
(English and French) will go from 
$1,975 to $2,295. The magazine said 
it has been topping its 600,000 
guarantee by an average of 113,- 
669 

Baby Care Manual, a quarterly 


James Webb 
chandising head of the American 
Commercial Alcohol Corp 


Heims & Holzman Names Two 
Heims & Holzman Advertising 
Portland, Ore., has appointed Ruth 
Jasmann art director and Jean 
Vanderkin office manager. 


imn, “In Washington,” reported} 
‘CPR 34, which goes into effed 


this weekend, requires business 
services, including advertising 
agencies and _ public _relationg 


counsellors, to file price lists with 
OPS and to post ceiling prices. 


se “That's the rule now, though it 
nay eventually change. OPA got 
hrough World War II successfully 
without controlling agency fees 
ind commissions. Perhaps OPS, 
.oo, will conclude that inflationary 
dangers are more urgent on othet® 
fronts. - 

During an interview which AA 
iad with Mr. Feinberg June 28, he 
sontended there was no statutory 
*xemption for agencies, as there 
s for media; he denied that agen< 
‘ies qualify as “professions,” in« 
sisting that Congress limited thig 
*xemption to cases involving spe- 
cial academic preparation 

The exemption for advertising 
agencies presumably will be in the 
form of an amendment to General 
Overriding Regulation 14, an order 
issued July 9 taking some 67 serv- 
ices out from under the service 
trade ceiling 


e It seemed that the exemption, 
when and if it is announced, will 
create little stir in the agency bus- 
iness—most of which never re- 
garded itself as subject to OPS 
regulation anyhow. 

From a_ practical standpoint, 
few agency men could comply 
with the price schedule require- 


ment. For one thing, their com- 
pensation is determined by the 
media in which the advertise- 


ments are placed. For another, the 
‘professional services” offered by 
agencies cannot be made to con- 
form to the price schedules, and 
cannot be compared in nature with 
those of the same agency for a 
different client, or those of an- 
other client 

This was undoubtedly the argu- 
ment advanced by agency men in 
Washington, and the “wait and 
see” attitude of the agencies ap- 
parently paid off. 

Also, the gradual widening of 
exemptions by OPS worked in the 
agencies’ favor. Package program 
producing companies and compa- 
nies engaged in market forecast- 
ing have already been let out from 
under OPS’ cloak, and it seemed 
inevitable that the 15% contingent 
would eventually be excluded. 
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64 
Lily-Tulip’s Roche 
and Keefe Killed 


in Auto Accident 


York, July 31—Frank T 
sales manager, and Law- 
Keefe, manager of the 
division of Lily-Tulip 
were killed July 2% 
Roche's car, in whict 
was a passenger, col 
a truck 


New 
Roche, 
rence V 
packaging 
Cup Corp., 
when Mr 
Mr. Keefe 
lided with 
J. Both were returning to their 
homes in Westchester county, N 
Y., from a convention 

Mr. Roche, 45, was born in Pal- 
mer, Mass., and joined the Lily 
Tulip organization in 1929 follow- 
ing his graduation from Holy 
Cross College, Worcester, Mass. He 
had been a v.p. of the Paper & 
Twine Assn., and was a member 
of the Paper Club of New York 


Mr. Keefe, 46, a native of Cort- 
land, N. Y., was graduated from 


Notre Dame University. In 1928, he 
joined Lily-Tulip Cup Corp., and 
became widely known as a pioneer! 
in the packaging of foods in pa- 
per containers for both bulk and 
individual use. He was a member 
of the Packaging Institute, Frozen 
Food Locker Assn., Dairy Indus- 
tries Supply Assn., and Interna- 
tional Ice Cream Assn 


FRANK E. LANDAU 

New York, Aug. 1—Frank E 
Landau, 56, editorial director o 
Chain Store Age, died yesterda) 
after suffering a heart attack or 
the He joined Chain Store 
Age ago as a field editor 
after having been managing editor 


street 


20 years 


of the Herald-Statesman of Yon-| 


kers, N. Y. 


' WILLIAM C. JOHNSON 
MuwavkeE, July 31—William C 
Johnson, 49, executive v.p. 0 
? Allis-Chalmers Mfg. Co., died o 
' a heart attack last Thursday. 
He was a member of the A-C 
* board of directors and also chair- 
man of the board 


Allis-Chalmers Ltd. He began his 


at Clifton, N.| 


JUST ASK FOR MARIE: 


Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, mimeograph, addressing or 


mailing job uick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced personnel, charges 
always in line. THE LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5 


(Now in our 23rd successful year.) 


LONG TAIL—Cape Cod Chamber 


of Commerce says this is its 
“biggest” publicity stunt yet. The 43-foot sides of this liquified 
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petroleum truck invite inquiries to Mr. X in Hyannis for vaca- 
tion information. Walter Weir Inc., New York, is the agency. 


career at A-C in 1924 as a ma- 
chinist'’s helper, transferring to 
ales in 1929. Later he became 


sales manager of the firm's crush- 
ng and cement department, gen- 
‘ral sales manager of general ma- 
‘hinery products, v. p. of the gen- 
eral machinery division and 
executive v. p. of the division. He 
was elected executive v.p. of the 
parent company last February. 


CHARLES HENDERSON 

CLEVELAND, Aug. 1—Charles T. 
Henderson, 68, retired newspaper- 
nan and advertising executive, 
died suddenly in Orlando, Fla. 
this week 

For 26 years Mr. Henderson was 
with the advertising department 
of East Ohio Gas Co. and was ad 
manager when he retired in 1947. 

Prior to that, he was with the 
Cleveland Plain Dealer, starting as 
a cub reporter in 1901, later be- 
coming assistant city editor, copy 
desk chief, drama critic and final- 


| ly city editor. He left the paper to 


of Canadian | 


| the board 


go into public relations work and 
then joined East Ohio's advertis- 
ing department in 1921. 


NEWCOMB CLEVELAND 

Scarspa.e, N. Y., July 31—New- 
comb Cleveland, 85, retired agency 
executive, died Sunday at his 
home. 

Mr. Cleveland was chairman of 
of Erickson Inc. until 
1930, at which time that agency 
merged with H. K. McCann Co., 
to become McCann-Erickson Inc., 
and Mr. Cleveland retired. 

His death disclosed that he had 
been the anonymous donor for 
the past 28 years of an annual 
$1,000 award given by the Ameri- 


can Assn. for the Advancement of 
Science. At the time he made pro- 
vision for the award he stipulated 
that he was to remain anonymous 
until his death. 

Born in Winnebago, Ill., Mr. 
Cleveland was first associated 
with the Cleveland Baking Powder 
Co., founded by his uncles, Fred- 
erick and George Cleveland. The 
company later became a part of 
Royal Baking Powder Co., now 
part of Standard Brands Inc. 

Mr. Cleveland was one of the 
organizers of the American Assn. 
of Advertising Agencies and was 
on the board of the Society of Arts 
& Sciences. 


OSCAR ROSEN 

New York, July 30—Oscar C. 
Rosen, 63, president of Wood News- 
paper Machinery Corp., died of a 
heart attack July 28. 

A native of New York, after be- 
ing graduated from Stevens Insti- 
tute of Technology, he joined R. 
Hoe & Co., newspaper printing 
press manufacturer, of which his 
father was a v. p. Mr. Rosen spent 
14 years with the Hoe organiza- 
tion, becoming assistant sales man- 
ager, before joining Wood News- 
paper Machinery Corp. in 1926 as 
sales manager. He was elected a 
v.p. and director of Wood in 1930, 
and president in 1935. At his death 
he was a v.p. and director of the 
National Printing Equipment Assn. 


ABBE B. EPSTEIN 

New York, July 30—Abbe B. 
Epstein, 48, advertising and pro- 
motion manager of A. M. Perlman 
Co., textile manufacturer, died 
suddenly July 27 of a heart at- 
tack while on vacation in Connect- 
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photo engraving company 

118 SOUTH CLINTON ST. 
CHICAGO 6, 
TELEPHONE: FRanklin 2-6343 


ILLINOTS 


icut. 

In 1937 he became advertising 
manager of Meyer & Marks Yarn 
Co., and a few years later joined 
the Perlman organization. 


RUDOLPH M. KANT 

ATLANTIC Crry, July 31—Ru- 
dolph M. Kant, 49, president and 
chairman of the board of Hamil- 
ton Watch Co., Lancaster, Pa., died 
yesterday of a heart attack. 

Mr. Kant started with Hamilton 
as an errand boy in 1919. He be- 
came a salesman, then sales man- 
ager, and in 1940 was named v. p. 
in charge of public relations. 

He became a director in 1947, 
president in 1948, and chairman of 
the board last April. 


JOHN H. JACKSON 

HARTFORD, CONN., July 31—John 
H. Jackson, 39, assistant to the 
publisher of the New Haven Eve- 
ning Register, died suddenly last 
Sunday at Fairfield, Conn., of a 
heart attack. His father, John Day 
Jackson, is the Register’s publisher. 
The younger Mr. Jackson had been 
associated with the paper since 
1934. 


ROLAND M. CARR 

Newark, O., July 31—Roland 
M. Carr, 41, president of Systems 
Publishing Co., died of a heart 
attack last Sunday in Ridgefield, 
N. J. The company publishes Pack- 
aging Systems and Universal Engi- 
neer. 

Mr. Carr spent the major part 
of his adult life in the publishing 
business and was closely identified 
with the packaging field. 


ARTHUR L. BROWN 

MontTreaAt, July 31—Arthur L. 
Brown, 65, v.p. in charge of sales, 
Northern Electric Co., and presi- 
dent of Dominion Sound Equip- 
ment Ltd., died here July 29 

Mr. Brown, who was three times 
president of the Radio Manufac- 
turers’ Assn., served with North- 
ern Electric for 32 years, as district 
service manager in several cities, 
as general merchandising manager 
and as chief of sales. 


WILLIAM H. POLLARD 


Cuicaco, July 31—William 
Hayes Pollard, 69, sales manager 
for Perkins Products Co., manu- 
facturer of Kool-Aid powdered 


| soft drink flavors, died yesterday 
'in St. Luke’s Hospital. 


‘Inquirer’ Shifts Admen; 
Advances Two Promotion Men 
In a pair of personnel shifts 
following advertising director 
Warner R. Moore’s move to a sim- 
ilar post with the New York Her- 
ald Tribune, Gordon F. Chelf, na- 
tional advertising manager of the 


Philadelphia Enquirer, has been 
promoted to Mr. Moore's desk, 
and Robert M. Beck, New York 


representative of the 
replaces Mr. Chelf. 
The morning daily also an- 
nounced that David M. Podvey has 
been promoted te business mana- 
ger and is succeeded as general 
promotion manager by James T. 
Quirk, assistant general promotion 
manager, who recently returned 
from Korea where he was public 
relations chief for Gen. Ridgway. 


Enqu'rer, 


Advertising Age, August 6, 1951 


Coy Tells ‘AA’ 
His Views on 
Richards Case 


WASHINGTON, Aug. 1—Wayne 


| Coy, chairman of the Federal Com- 


munications Commission, wrote 
ADVERTISING AGE today that the 
commission's investigation of li- 
cense renewals for three big sta- 
tions owned by the late G. A. 
Richards involves far more than 
the question of editorializing. 

According to the FCC chairman, 
the owner of Stations WJR, De- 
troit; KMPC, Los Angeles, and 
WGAR, Cleveland, was accused of 
attempting to “poison news—in 
other words, he was trying to 
make it appear that his views were 
news when, in fact, they were no 
more thar his views.” 

Currently FCC is considering a 
recommendation that the case be 
closed, because of Mr. Richards’ 
death. However, counsel for the 
commission is asking that the pro- 
ceedings continue until a final rul- 
ing is issued on the right of renew- 
als for the stations. 


@ In suggesting that the proceed- 
ings end, FCC’s trial examiner 
pointed out that the stations will 
be changing hands. Commission at- 
torneys argued, however, that the 
issues involved in the Richards 
case are too serious to drop. 

The letter from Chairman Coy to 
AA's Washington editor was a by- 
product of a seemingly innocent 
item in “In Washington,” July 9, 
reporting that Chairman Coy had 
advised telecasters: “Don’t be 
afraid to take a stand, but be sure 
to give the other side fair treat- 
ment.” 

The item drew a letter from Kay 
Turpin, Chicago, who commented, 
in part: 

“His words were a little late 
to help Mr. G. A. Richards, who 
recently passed away after fight- 
ing the FCC for three years to 
have his licenses renewed on his 
three stations. 


@ “The phony charges against Mr. 
Richards were never proven and 
the energy used to run his busi- 
ness, together with the harrass- 
ment by the FCC was just too 
much for a normally healthy man 
to stand, much less Mr. Richards, 
who was not a well man to be- 
gin with.” 

A carbon of this letter went to 
Chairman Coy. In reply, Chairman 
Coy wrote AA’s Washington edi- 
tor (carbon to Kay Turpin): 

“Mr. Turpin suggests that the 
charges against Mr. Richards were 
filed because he took sides. I think 
I should set the record straight for 
you and for anyone else. 

“That is not the charge against 
Mr. Richards. He and other broad- 
casters could take sides so long as 
they made it clear that they were 
expressing their opinion. 


@ “The charge against Mr. Rich- 
ards was that he attempted to poi- 
son the news, and in that way 
take sides—in other words, he was 
trying to make it appear that his 
views were news when, in fact, 
they were no more than his views. 

“It was the opinion of the com- 
mission that such conduct would 
reflect adversely upon the char- 
acter of a licensee who is charged 
with the duty to operate a radio 
station in the public interest, 
which requires fairness in the 
presentation of news and opinions. 

“Therefore, the charge that Mr. 
Richards engaged in such conduct 
presented substantial issues as to 
his character qualifications, and a 
hearing was afforded to give 
him an opportunity to meet the 
charges...” 
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WINDOW-AD MONTHLY—At the left is the first page of the mailing piece, with 

news for the retailer. The picture on the right shows a typical inside page, with a 

window-ad which the retailer tears out by the pin-hole perforations and pastes up 
on his store window. 


N. Y. Agency Man’s Window-Ads 
Called Answer to Retailer's Prayer 


New York, July 31—S. J. Gut- 
man, president of Window-Ad 
Publications, 175 Fifth Ave., thinks 
he’s invented a new advertising 
medium, and the idea “came right 
out of the blue.” 

The medium consists of a copy- 
righted Window-Ad advertising 
service. John W. Walter Inc., ma- 
jor appliance distributor, is the 
first client. and the only one for 
the present, but Mr. Gutman ex- 
pects to sign a drug wholesaler for 
the New York and New Jersey 
area and a coast-to-coast knitwear 
manufacturer. 

Mr. Gutman, who is also presi- 
dent of the S. J. Gutman & Co. 
agency, admits that “our Window- 
Ad idea is a bit difficult to classi- 
fy. 


e “We produce monthly tabloid- 
size publications for individual 
manufacturers or distributors to 
send to their retail dealers and 
prospective dealers. The format is 
such that it tells a wholesale story 
to retailers and a retail story to 
consumers-——all in one fell swoop. 

“The first page is for the re- 
tailer’s eyes alone and is devoted 
to the usual dealer-help informa- 
tion: Products, promotions, whole- 
sale prices. Each inside page is 
what we call a Window-Ad. That’s 
our name for a full-page ad, using 
a strong retail pitch, which the re- 
tailer tears out and sticks on his 
window. 

“Each Wirdow-Ad,” Mr. Gut- 
man continued, “carries a bold ar- 
row with the legend ‘as advertised’ 
to tie in with a company’s other| 
advertising activity. When prices 
are used, they are retail prices. 

“Whether to call ours a direct | 
mail or a point of purchase service 
is something I myself haven't yet) 
figured out,” he said. ‘ 


e Window-Ads are probably a} 
combination, because direct mail 
technique is used for the copy de- 
signed to be read by the retailer, | 
and outdoor technique is employed 
for the consumer ads which are de- 
signed to be read from a distance 
of 16’. 

The idea for Window-Ads oc- 
curred to Mr. Gutman while he 
was involved in getting up a di- 
rect mail piece for Walter, one of 
his agency clients. “Out of the 
blue,” as he says, came the thought 
of getting up a mailing piece, for 
the retailer, which he could later | 
put to use for the consumer. The 
client, usually reluctant to use a 
continuing series of direct mail 
promotions, jumped at this one. 

A close check was kept on three 
2,000 monthly test mailings, and 
Mr. Gutman estimated consumer 
impressions at well over 1,000,000 
for all the ads in each issue. 


e At this point Walter signed a 


long-term contract for an exclu- 
sive Window-Ad franchise in the 
New York maior appliance field. 

Aside from signing up one man- 
ufacturer or distributor, exclusive- 
ly in its field. Mr. Gutman is also 
discussing publication of a busi- 
ness paper using the same techni- 
que—an advertiser can get a mes- 
sage to the retailer on one side 
and the latter, in turn, can use the 
other side of the page as a paste- 
up for the consumer’s eye. 

The Window-Ad service is now 
offering both letterpress and off- 
set lithography, 
which process lends itself best to 
a client. 

“We've got the price down as 
low as $300 an issue for a two- 
color eight-page job,” Mr. Gut- 
man said. “All of which makes 
sales managers love us to high 
heaven. 

“They're always fighting for 
space on retail store windows. 
They know it’s the most effective 
advertising space of all. Further- 
more, it’s free—if they can get it. 
Well, we get it for them and at 
low cost,” he said. 


Radio-TV Set Output Rises 
for First Half of 1951 


Materials shortages and govern- 
ment regulations notwithstanding, 
the production of radio and televi- 
sion receivers during the first six 
months of 1951 exceeded the out- 
put for the comparable period 
last year, according to the Radio- 
Television Manufacturers Assn. 

RTMA cautions, however, that 
second-quarter production was 
considerably below that of the 
first three months of this year. 
Production for the first half of ’51 
was 8,027,935 radios and 3,334,505 
TV sets, as compared with 7,333,- 
600 and 3,136,300 for the like peri- 
od 


But, while ficst-quarter output 
was 4,235,597 radios and 2,199,669 


|TV sets, the figures.dropped to 


3,792,338 and 1,134,836 the second 


| three months, the group said. 


Goodrich of Canada Elects 


\Ira G. Needles President 


Ira G. Needles, v.p. of B. F. 
Goodrich Rubber Co. of Canada, 
Kitchener, Ont., has been elected 
president of the company. Mr. 
Needles succeeds George W. Sawin, 
president since 1941, who resigned 
‘or reasons of health. 

A Goodrich employe since 1916, 
Mr. Needles joined the Canadian 
subsidiary in 1925 and was named 
v. p. in 1945. 


Strauss Joins Melvin, Newell 


Martin L. Strauss has been 
named executive of all mail order 
accounts and buyer of Mexican 
border radio time of Melvin, 


Newell & Rector, Hollywood. He 
formerly performed similar tasks 
with Counselors, Hollywood agen- 
cy which recently dissolved (AA, 
July 30). 


depending on) 


Television Will Get 
More Than 90% of 
Gruen’s Ad Budget 


CINCINNATI, Aug. 1—Mcre than 
90% of the largest advertising bud- 
get in Gruen Watch Co.’s history 
is slated to go into television this 
fall. 

Starting Thursday, Sept. 27, 
Gruen will sponsor the “Gruen 
Guild Theater,” a new half-hour 
film series over ABC-TV, replac- 
ing “Blind Date” in the same time 
slot, 9:30-10 p.m., CDT. 

In commenting on the 52-week 
schedule for the show, Bernard M. 
Kliman, Gruen’s ad manager, said 
“Our sales results with television 
have been so outstanding we are 


scheduling the ‘Gruen Guild The-| 


ater’ on a 52-week basis to help 
Gruen jewelers sell watches all 
through the year, instead of just 
at Christmas and_ graduation 


}a special “Christmas in Septem- 


ber” promotion designed to in- 
crease the length of the jeweler’s 
Christmas lay-away season. From 
Sept. 15 to Oct. 31 Gruen will of- 
fer a new series of watches at 
special prices. The promotion will 
be backed by a spread and full- 
page ads in Look and The Satur- 
day Evening Post. Supplementing 
it will be television commercials 
and free dealer helps. 

McCann-Erickson handles 
Gruen account. 


the 


‘National TV Tuner’ to Bow 


The first issue of National TV 
Tuner, serving TV, radio and 
electronic business management, 
will be issued Oct. 15 by the newly 
formed Lecture Bureau Publish- 
ing Co., 158 N. 20th St., Philadel- 
phia. Initial 
mated at 15,000. 


Process Industries to Hill 

Process Industries Engineers, 
Pittsburgh, has appointed Albert 
P. Hill Co. to handle advertising of 
its chemical process equipment 
and engineering services. 


distribution is esti- 


65 


Two Join Dental Survey 

Frank J. Lavezzi, formerly store 
manager for S. S. White Dental 
Mfg. Co., has been appointed Chi- 


cago representative of Dental 
Survey Publications, comprising 
Dental Industry News, Dental 


Laboratory Review and Dental 
Survey. Warren W. Gracier, for- 
merly a manufacturers’ represent- 
ative on the West Coast, will rep- 
resent Dental Survey there. 


L-O-F Shifts Segerstrom 


Fred W. Segerstrom, Los Angeles 
district industrial sales manager 
of Libbey-Owens-Ford Glass Co., 
Toledo, has been transferred home 
to the new fiber glass division as 
manager of superfine fiber glass 
sales. 
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Here is just another example of how, time after time, ADVERTISING AGE’s alert staff 
of some 75 editors and field reporters covers the important news of advertising, marketing 
and selling — and forecasts the news to come. Here is just another example of why — as 
has been established by 26 independent media-conducted surveys — it is Number One 
on the reading list of those important people who are most important to you. 
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In Philadelphia nearly everybody reads The Bulletin 


Evening and Sunday 


ADVERTISING OrFices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue 
National Advertising Representatives: Sawyer-Ferguson-Walker Company °* Chicago Detroit ¢ Atlanta ¢* Los Angeles San Francisco 
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